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Adman Hoge Saw the Need for a Book; | 
Now Sales Soar for ‘TV Owner's Guide’ | 


By MAuRINE CHRISTOPHER 

New York, March 14—This is 
the story of a hot mail order item 

It started in the middle of 1951 
as an idea in the mind of Cecil 
Hoge, president of Huber Hoge 
Sons, New York} 
agency. An old 
hand at selling! 
“how to” books 
for Doubleday 
and others, Mr.| 
Hoge was con- 
vinced there was 
a market for a 
home repair book | 
for television. 

The first prob- 


& 


Cecil, Hoge lem was to lo- 
cate the book. 

This was solved by assigning the 
agency’s copy chief, Eugene 


Schwartz, to help a technical ex- 
pert, James Conto, write one. Mr. 
Conto heads a TV servicing organi- 
zation. Bedford Co., a house spe- 
cializing in mail order, agreed to) 
publish the guide. Within a few 
months the “TV Owner’s Guide 
to Operation and Repair” was in| 
print. | 


Grant Succeeds 
Ruthrauff & Ryan 
as Dodge Agency & 


Detroit, March 12—Grant Ad-| 
vertising has been named to han-| 
dle advertising for Dodge autos.| Ss 
The appointment is effective ori 
31. 

The account is understood to to-| | 
tal about $9,000,000 annually in| 
commissionable billings. Grant} 
takes over from Ruthrauff & Ryan, 
which has handled Dodge passen- 
ger car advertising for the past 
18 years. 

Ross Roy Inc. continues to han- 
dle the Dodge truck account. 

No reason was given by execu- 
tives of the Dodge division of 
Chrysler Corp. for shifting the ac- 
count from R&R to Grant. It was 
generally known, however, that 
R&R’s tenure has not been stable 


| for several months. Disagreement 


® Boston was selected as the test 
city. Last October a newspaper ad 
offered the paper-back, 127-page 
pamphlet to TV owners in that 
area. It was fairly orthodox mail 
order book copy. 
“It paid off well enough,” 
(Continued on Page 8) 


Mr. | 


| over ad policies, AA understands, 


has existed since about the time 
that new ad and sales management 
took over at Dodge. 


|@ L. L. Colbert, promoted to pres- | 
ident of Chrysler Corp., was suc- 
(Continued on Page 4) 


Hewitt, Ogilvy Makes 
Unusual Copy Pay Off 


Ogilvy Picked the Man in the Hathaway Shirt; 
Agency Doesn’t Care for the ‘Pretty-Pretty’ 


By James V. O’GARA 

New York, March 12—A while) 
back, Fairfax Cone of Foote, Cone 
& Belding selected ten advertis- 
ing campaigns he liked so much|} 
he “wished we had done them” 
(AA, Oct. 29, 51). 

Mr. Cone picked three created | 
by Hewitt, Ogilvy, Benson & Math- | 
er. Among them was The Man in 
the Hathaway Shirt. He waxed 
lyrical about the copy and added 
that the patch on the eye of the 
man in the illustration “seems to 
me almost pure genius!” 

This is to report that The Man 
in the Hathaway Shirt grew out of 
a bathtub reverie, indulged in by 
David Ogilvy, senior v.p. in charge 
of creative serv- 
ices. The stroke 
of 99 44/100% 
genius came 
when Mr. Ogilvy 
decided that the 


ed looking man 
in the world is 
Lewis W. Doug- 
las, former am- 


bassador to Brit- 
ain. Mr. Douglas 
has worn a patch} 
since he lost the sight of an eye 
in a fishing accident. 

This happy and profitable idea | 


David Ogilvy 


| the 


most distinguish- | 


(it’s been said $500,000 in sales 
can be traced to the campaign) 
got a cool initial reception from 
Hathaway sales staff. How- 
ever, Hewitt, Ogilvy, etc., managed 
to sell the idea to the client over 


|some objections. 


With the appearance of the first 
ad in The New Yorker, The Man 
became something of a sensation. 
A meeting of the Hathaway sales 
staff was called by Ellerton M. 
Jette, president of the company. 
He wanted to discuss ways of cap- | 


Mr. Jette walked into the meet-| coffee (Benton & Bowles) took pages to push a coupon deal. . 


LIGHTERS TOUR WORK SRIGHTERS YOUR KITCHEN! | 


ee 


cman sig ty naa a a ie 


PART OF CAMPAIGN—This Deepfreeze 
four-color ad, which will appear in the 
April issue of Better Homes & Gardens, 
is part of the company’s $850,000 spring 
campaign for its new refrigerators and 
home freezers (AA, Feb. 18). Roche, 
Williams & Cleary, Chicago, is the agency. 


American Home's 


Duff Purchased 
by Pillsbury 


Mrinneapouis, March 13—Pills- 
bury Mills this week purchased 
the Duff baking mix business from 
American Home Products. 

Under terms of the agreement, 
Pillsbury will take over the Duff 
brand name and the Duff plant in 
Hamilton, O., together with equip- 
|ment and inventory. The price 
| was not disclosed. 

(Chicago financial circles specu- 
lated that the purchase of Duff 
mixes might be the first in a se- 
ries of such moves, It was rum- 
ored that American Home Prod- 
ucts eventually will dispose of 
other food lines handled by its 
American Home Foods division. 
These include Clapp’s baby food, 
|G. Washington coffee, Chef Boy- 
| Ar-Dee foods and Burnett food 
flavors. 

(It was reported that American 
Home Products Corp., which got 
into the food business on a big 

(Continued on Page 84) 


| P&G, General Foods Led as... 


‘Advertisers Put $873,428,513 into 


Four Media Last Year, PIB Reports 


9 Chicago Agencies 
Collaborate to Get 
New Marketing Data 


Cuicaco, March 13—Nine of the 
biggest agencies here have been 
working on a unique project which 
will strip the veil of guesswork 
from publication advertising. 
When the job is completed next 
June, all advertisers will be able 
to see the effects of their adver- 
tising in any section of the U. S. 

The unusual project is a break- 
down of circulation figures into 
whole counties and groups of coun- 
ties. 

About 65 magazines and farm 
papers, six Sunday magazine sec- 
tion groups (including variants) 
and four Sunday comic groups (in- 
cluding variants) will be studied. 

The agencies are Leo Burnett 
Co.; Foote, Cone & Belding; Earle 
Ludgin & Co.; Needham, Louis & 
Brorby; Price, Robinson & Frank; 
Ruthrauff & Ryan; Russel M. Seeds 
Co.; Sherman & Marquette, and 
Tatham-Laird. 

(At the last minute McCann- 
Erickson, which would have 
brought the group to a total of ten, 
withdrew from the study.) 


@The study covers 201 market 
areas. These areas—based on Sales 
Management's 1951 statistical is- 
sue—are made up of the 162 metro- 
politan areas set up by the Census 
Bureau, plus 24 other “potential” 
areas and 15 single county seat 
areas. The latter were chosen by 
the agency group because they 
each have a total population of 
100,000 and a major city of at least 
25,000. 

A plan to add the A. C. Nielsen 
Co. and Industrial Surveys Inc. re- 
gions to the study was abandoned. 
It was found these research or- 
ganizations use their standard re- 
gions less and less because so many 

(Continued on Page 85) 


Last Minute News Flashes 


Three Food Makers Offer Coupon Deal Via Papers 


New York, March 14—Housewives got at least three attractive offers 
italizing on the advertising. When | from food manufacturers via newspaper ads this week. Maxwell House 


“buy a 


ing room he saw a Startling sight| can and find a coupon worth 10¢ toward the purchase of the next can.” 
~every salesman in the place was| Standard Brands was promoting Blue Bonnet margarine (Ted Bates 
wearing an eye patch a la Hatha-| & Co.), complete with a coupon worth 10¢ toward the purchase of Chase 
| & Sanborn coffee (Compien Advertising). Standard Brands was busy 
| with a Royal gelatin (Baies) offer, too...three package fronts and 
s Another campaign that caught | 25¢ would bring a four-man “combat team” (toy plastic soldiers). Be-| company is placing fractional to 
Fax Cone’s eye was the Guinness | sides, the ads said, “special sale prices are featured on all 7 flavors.” 


way. 


Guide series. The Guide (to oys-| 


said Mr. Cone, 
interesting. . 


cheese, etc.), 
believable. . 


ters, 
“is 


beautifully and knowingly writ- | 


ten and illustrated. . 
(Continued on Page 62) 


Highlights of the Week's 
News and Feature Index 


Appear on Page 4 


} 


MacManus Names Meredith, Fownes to Top TV Posts 

Detroit, March 14—Roy A. Meredith, formerly director of special 
events for WOR-TV, New York, has been appointed director of the ra- 
dio and television department of MacManus, John & Adams with head- 


| quarters in New York. Henry G. Fownes Jr. has been promoted to di- 
| rector of radio and television production. 


_R. B. Owens Leaves Y&R, Joins Lennen & Mitchell 


New York, March 14—Robert B. Owens Jr., for the past 13 years an 
account executive with Young & Rubicam, has joined Lennen & Mit- 
chell as a v.p. and account executive. 

(Additional News Flashes on Page 85) 


P&G Spent $35,859,156; 
TV and Magazines Gain, 
Radio, Supplements Off 


New York, March 12—Procter & 
| Gamble again topped all other ad- 
| vertisers in 1951, based on Pub- 
| lishers Information Bureau statis- 
tics, with an expenditure of $35,- 
859,156. This covers purchases of 
general magazine, national farm 
magazine and newspaper section 
space, and network radio and net- 
work TV time. (Chart on Page 3.) 

The list of the top 100 advertis- 
ers, prepared by PIB and Leading 
National Advertisers Inc., was re- 
leased by the Magazine Advertis- 
ing Bureau. It presaged publica- 
tion of “National Advertising In- 
vestments, 1951,” the book in 
which MAB reviews expenditures 
by companies budgeting more than 
$25,000 in the media measured. 
Expenditures are broken down by 
product for each company. 

Total advertising revenues for 
all PIB-measured media amounted 
to $873,428,513, 17% (or $127,288,- 
382) more than the previous year’s 
total. 


® General Foods was the runner- 
up again in ’51, with an expendi- 
ture of $21,842,212. In 1950 P&G 
and General Foods spent $27,023,- 
122 and $18,418,478, respectively. 

Third spot last year went to Col- 
gate-Palmolive-Peet, which spent 
$16,904,406, a 40% increase from 
the preceding year’s total of $12,- 
026,080, good then for sixth place. 

In fourth spot was General Mo- 
tors Corp., with $14,162,348, com- 
pared to $16,878,218 in 1950. 
(When newspaper expenditure fig- 
ures became available, they boost- 
ed GM’s total so that the motor 
giant was 1950’s top advertiser. 
Newspaper figures are not released 
until later in the year, so they can- 

(Continued on Page 42) 


Sponge Ripple for 
Rug Padding Gets 
3-Media Backing 


SHELTON, CONN., March 13— 
Sponge Rubber Products Co. is 
busy promoting its new “luxurious 
soft rubber Sponge Ripple” rug 
padding. 

Sponge Ripple was announced to 
the trade last October, but it just 
recently bowed in magazines. The 


we page b&w ads, via Conklin 
Mann & Son, New York, in Amer- 
ican Home, Better Homes & Gar- 
dens, House Beautiful, House & 
Garden, Living for Young Home- 
makers, Sunset Magazine and To- 
day’s Woman. Each magazine will 
carry six insertions. 

Small-space newspaper ads are 
running in upstate New York cities 
including Syracuse, Rochester, Al- 
bany and Buffalo. 

A number of business publica- 
tions are getting spreads. 
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Wrong Number? Right Number! 


Deerstalker Hats Now Fashionable, 
Thanks to Detroit's Mr. Sarasohn 


Derroit, March 12—The tele-! 
phone rang in the office of Josh 
Sarasohn of Simons-Michelson Co. 
He answered it. New York calling. 

“Helio,” said the voice at the 
other end. “Mr, Searcy, I have an 
attractive little number in a yacht- 
ing cap I want to show you, but 
I'd like to have an appointment 
before I come out to Detroit.” 

“Whom do you think you 
talking to?” asked Josh 

“Why, Mr. Searcy of Kresge’s.” 

“Wrong number, wrong guy. 
but say, listen, if you are a cap 
manufacturer, I'd like to ask you 
something. Ever see one of those 
Sherlock Holmes hats?” 


are 


® “Come again?” 
from New York. 
“You know, peak in front, peak 
in back. Earlaps tied in a bow up| 
top.” | 
“Oh, yes. Seems to me Martin} 


said the voice| 


| 
JOSH SARASOHN—The adman with his | 
cap and bird, Dudley (who has nothing to 
do with the story). 
get you a small opening order. Is 
it worth your while?” 
“See you Monday,” 
Palatnik. 


said Mr. 


| newspapers 


|shows throughout this 
| being changed to stress the word. 


Whatever ‘Premium’ 
Means, Philadelphia 
Has Two Such Beers 


PHILADELPHIA, March 12—The 
war of the “premium” beers has 
Started here. Henry C. Ortleib 
Brewing Co. has changed its label 
to read “premium lager beer.” 

This contradicts Esslinger Brew- 
ing Co.’s claim that it makes Phil- 
adelphia’s “one premium beer.” 

(AA reported in a story Feb. 11 
that the Small Brewers Assn., Chi- 
cago, said the phrase “premium 
beer” has no significance whatso- 
ever, as far as quality goes. But 
it is used by some groups to dis- 
tinguish nationally distributed 
beers from regional ones.) 

To add to the confusion, Ortleib 
has launched a campaign in 20 
in this area to link 
the word “premium” to its beer. 
Copy on regularly scheduled radio 
region is 
The same is being done with spots 


on the three Philadelphia TV sta- 
tions. 


® How Esslinger plans to combat 


and Lewis were wearing ’em in| @ On Monday, at 9 a.m., Palatnik| this is not known as yet. However, 


a TV broadcast the other night.” 


of New York beat Sarasohn to the! 


a spokesman for Ortleib told Ap- 


“I don’t know about that,” said! s_M office. Sarasohn found him| VERTISING Ace that the company 


Sarasohn. “But if you can make 
me up a sample of a hat that can| 


there. With the sample. } 
“Great!” said Josh, “I'll call my | 


> sold at about $1.69, I think I) client.” He did. The client wasn’t 


ave a client of the office who 
fould use a lot of ‘em. More than 
he did of those Confederate caps. 
‘And he sold plenty of those in his 
three stores.” 
8 “I'll do it,” said the voice on the 
hone. “But where'll I get a model 

» work from?” 
“Try Abercrombie & Fitch,” 
aid Josh. “It may cost you a ten 
»0t, or more. But I’m sure they 
have ’em. Ask for the Deerstalker 

) 

said the voice on the 


eee; 

= “Can do,” 

BB senone | 
Feb. 14 


» This was Thursday, 

On the morning of Friday, Feb. 
35, the phone in Sarasohn's office 
Pang 

“Max Palatnik of Blue Bell 
Caps, Mr. Sarasohn. I’ve made up 
@ sample. Will be in Detroit Mon- 
@ay morning with it.” 

} “Hold on,” said Josh. “I can only 


r 


in yet. 
| ‘Tell you what,” said Josh, “I'll 
call a friend of mine who buys 
for a chain of department stores. 
Make a date for you to see him.” | 
He did. 

One hour later Max Palatnik of 
Blue Bell Caps was back in Si- 
mons-Michelson’s office with an 
order for 100 dozen Deerstalker 
caps in his pocket and a box of 30¢ 
cigars for Sarasohn under his arm. 

And they have been going like 
that ever since. 

Whenever you see a kid—or his 
dad on the golf course—wearing a 
Fore-and-After Deerstalker cap 
(and you'll see plenty of them in 
the coming months) it all came 
about because Max Palatnik at 
Blue Bell Hats, New York, got Josh 
Sarasohn of Simons-Michelson Co., 
Detroit, on the phone at Wood- 
ward 3-3000, instead of Mr. Searcy 
of Kresge’s at Woodward 3-8000. 


" Bissell Carpet 


Sweeper Co. Goes 
All Out for Color 


GRAND Raptips, Micu#., March 12 
—Bissell Carpet Sweeper Co. is 
going all out for color this year. 

Four-color half-page ads will 
be used to promote Bissell’s new 
line of Fashion Color sweepers. 
Ads are scheduled in Better Homes 
& Gardens, Ladies’ Home Journal, 
McCall's and Woman's Home Com- 
panion. The first insertions will 
appear in the April issues. 


® This marks the first time Bissell 
has ever used color in advertising. 
And according to P. W. Nickel, 
ad manager, it is also the first 
time any sweeper manufacturer 
has scheduled color ads. He added 
that the company has advertised 
without interruption since 1890. 
New sweeper colors include iris 
blue, marigold yellow, mint green, 


| 
poppy red, claret red and spruce | 
green. Colors were selected after 
a consumer test by Color Research 
Institute | 
Bissell’s new Fashion Color line} 
was introduced to the trade at the 
recent Housewares Show in Chi- 
cago. 
Young & Rubicam, Chicago, is 
the agency. 


Hardie Named to Board 

John F. Hardie, an account ex- 
ecutive for the past nine years, has 
been named a member of the man- 
agement board of Lewis Edwin 
Ryan Advertising, Washington. 


Miss Leary Joins Bates 

Dorothy Leary, formerly with} 
Georg Jensen Inc., New York, has | 
joined Ted Bates & Co., New York, 
as personnel director 


Viscardi Joins Wilbur 
Raymond J. Viscardi has re-}| 
signed as v.p. of Dundon Associates 
to become v.p. of William Wilbur 
Advertising, New York. 


has always made a “premium” 
beer. But it never had boasted 
about it except to state in small 
print “premium beer at regular 
price.” 

Ortleib’s opening newspaper ads 
in the new drive headline “Pre- 
mium,” adding in smaller type, “in 
everything but price.” 

Samuel Taubman Advertising 
Co. handles the Ortleib account 
and J. Cunningham Cox the Ess- 
linger account. 


Breck Distributing 
‘Cream Treatment’ 
to Beauty Shops 


SPRINGFIELD, Mass., March 12— 
John H. Breck Inc. is launching a 
new product, Breck Cream Treat- 
ment, for use after shampoo. 

However, no consumer advertis- 
ing, except some co-op newspaper 
ads, will be used during 1952. 
Chief outlet will be the beauty 


shop field until the product has 
been built up, a Breck official told 
AA. 

The preparation is supposed “to 
correct harsh, dry, damaged, over- 
permanented, over-bleached or 
otherwise abused hair.” Sample 
lots have been sent to beauty shops 
throughout the country. Three) 
beauty trade publications will be! 
used in this year’s campaign. | 

Charles Sheldon Advertising, | 
Springfield, is the agency. 


Writers Call Cif Strike 


The Screen Writers Guild in 
Hollywood called off the strike 
against members of the Alliance of 
Television Film Producers, which 


| had been scheduled for March 10.}| 


AANR Runs 8-Page Ad in Insurance Paper 


New York, March 12—Two 
newspaper groups take eight pages 
in the March Insurance Salesman 
to tell the power of their me- 
dium. The ad is believed to be 
the largest single one ever placed 
in the life insurance trade press. 

The ad is run over the signa- 
tures of the American Assn. of 
Newspaper Representatives and 
the Bureau of Advertising, Amer-. 


ican Newspaper Publishers Assn. 
Copy was prepared by the bureau; | 
AANR members paid the bill. 
The first seven pages tell suc- 
cess stories of newspaper ad cam- 
paigns run by life insurance com- 
panies. Page 8 announces a new 
sales presentation, “Seeds for More 
Leads,” prepared by the bureau 
for use by newspapers among local 
insurance agents and managers. 


The writer group withdrew its 


' strike threat when the producers 


agreed to enter into negotiations 
over compensation and working | 
conditions for writers employed | 
by them. 


Appoints S. F. J]. Trabue 

S. F. J. Trabue, formerly di- 
rector of training and public re- 
lations for Commonwealth Life 
Insurance Co., Louisville, has been 
appointed an account executive in 
the Louisville office of Farson, 
Huff & Northlich. 


Advertising Age, March 


50th anniversary party Feb. 


17, 1952 


GOLDEN ANNIVERSARY—Enno D. Winius (left), president of Winius-Brandon Co., St. 
Louis agency, hands a slice of cake to C. A. Brandon, senior v.p., at 


the agency's 
29. Four hundred attended. 


Barton Declares 
Cosmetics Data 
Is Out of Date 


New York, March 11—Retail 


{for a major share of the market, 
Mr. Barton said. House-to-house 
|sales of face creams, he added, 
|amount to half of the dollar vol- 
ume going through retail drug out- 


lets. 


Three-Week Tie-in 
‘Promotion Set by 


j 


| druggists are missing out on some | Thor-Bohack Stores 
|drug and cosmetics business be- 
| cause of “outmoded industry sta-| New York, March 12—A three- 
tistics,” according to Sam G. Bar-| week tie-in promotion will start 
ton, president of Industrial Sur-| March 20 when 30 Thor automatic 


veys Co. 
He said drug manufacturers and 
retailers tend to underestimate 


their shares of the market be-| 


cause they haven’t had informa- 
tion on the volume of drug store 
products going through all types 
of outlets. 

This is especially true of prod- 
ucts with house-to-house distri- 
bution as well as through regular 
retail channels, he told the closed 
convention of the Affiliated Drug 
Stores last week. 


8 “Significantly, house-to-house 
sales in four out of seven major 
drug and cosmetics categories rep- 
resented from 10% to 20% of the 
total dollar volume for these 
items,” he said. Mr. Barton was 
quoting figures for the final quar- 
ter of 1951 from Industrial Sur- 
vey’s national consumer panel on 
the relative dollar volume of drug 
products sold through various 
types of outlets. 

In three of the four categories, 
he continued, the dollar volume of 
house-to-house sales equaled or 
exceeded the total for variety, 
syndicate and food stores com- 
bined. 

“Realistic competition requires 
knowing to start with where the 
total business comes from,” he 
said. “The retail drug industry has 
not had any valid means for esti- 
mating the size and importance— 
product by product—of the house- 
to-house market. 

“Without this knowledge the in- 
dustry has instinctively underesti- 
mated both, and this natural error 
may have prevented it from grow- 
ing in what is perhaps the line of 
least resistance.” 


® Citing examples, Mr. Barton said 
the retail drug trade’s 37% share 
of the market for hand lotions ac- 
tually represents only 2% times 
the dollar volume of hand lotions 
sold house-to-house. 
House-to-house sales of these 
products also exceed in dollar vol- 
ume the sales through either vari- 
ety or department stores, he said. 
Statistics on hand lotions are 


“especially interesting since food | 


in this recent 
of 


outlets accounted 
measurement for almost 20% 
the product’s dollar volume.” 
Shampoos and face creams are 
other high volume lines where this 


specialized distribution accounts) 


| washers will be given away in 
H. C. Bohack Co. stores in Queens, 
Nassau, Suffolk and Brooklyn. Se- 
lection of winners will be made on 
a basis to be announced. 

The washers will be displayed 
in 200 of the Bohack stores start- 
ing March 20, Frank N. Kautz- 
mann Jr., ad manager of E. B. 
Latham & Co., distributor of Thor 
home laundry equipment, ex- 
plained. Entry blanks, which ask 
only for the name and address of 
the shopper, will be available at 
Thor dealers as well as at Bohack 
stores. But the slips have to be 
turned in at a box to be provided 
in the Bohack stores. 

Winners’ names will appear in 
Bohack newspaper ads and store 
posters. Ten washers a week will 
be given away during each of the 
three weeks of the promotion. 

All local Thor advertising will 
mention the display at the Bohack 
stores as well as dealer tie-ins. 
Bohack stores will have window 
displays and pennants featuring 
the promotion. 


Guenther Agency Renames 
Reynolds as President 

Frank J. Reynolds has been 
elected president of Albert Frank- 
Guenther Law, New York, to suc- 
ceed J. M. Hick- 
erson, who with- 
drew from the 
agency March 1 
to reestablish his 
own agency (AA, 


March 3). 

Mr. Reynolds, 
since October, 
1950, served as 


vice-chairman of 
the board. Before 
then he had been 
president of the 
Guenther agency 
from September, 1932. He has been 
with the company since 1908. The 
office of vice-chairman was left 
vacant. 


F. J. Reynolds 


Abbott Kimball Shifts Houston 

Frank F. B. Houston has been 
transferred from the Los Angeles 
to the San Francisco office_of Ab- 
bot Kimball Co. He will serve as 
an account executive and head of 
the plans board. 


Elect Agency to Four A's 

Burlingame-Grossman, Chicago, 
has been elected a member of the 
American Assn. of Advertising 
Agencies. 
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TV Thaw Due in March; FCC Needs 
More Men to Process Applications 


WASHINGTON, March 12—The 


Federal Communications Commis- | 


sion asked Congress this week for 
additional people to handle the 
rush of TV applications that are 
anticipated after the freeze is 
lifted later this month. 

The commission told the House 
appropriations committee it should 
have at least 54 additional em- 
ployes to process an estimated 500 
TV applications that are expected 
during the next 17 months. 

Meanwhile, the commission was 
reported to be putting the finish- 
ing touches on its “unfreeze” re- 
port, with every likelihood that 
the decision would be released be- 


the number of aural broadcast 
stations increased from 1,000 to 
2,400 AM and 700 FM. But the 
number of AM applications has 
fallen from nearly 400 in federal 
fiscal year 1948 to 200 anticipated 
for the current federal fiscal year. 
Only 150 are expected in the fiscal 
year 1953, which begins July 1, 


1952. The number of FM applica- | 


tions has fallen to 35 a year. 

FCC conceded that only a hand- 
ful of TV permits are in prospect 
during 1952. The waiting time on 
an application still amounts to a 
minimum of 10 months. FM appli- 
cations are handled in as little as 
a month. 


fore the end of this month. Anoth-| 


er 60 to 90 days will pass before 
the actual granting of TV permits 
begins. 


@ It is already known that the final 
report will be more than 600 mim- 
eographed pages in length. About 
half the report will consist of rul- 
ings on nearly 1,500 individual re- 
quests for changes in local allo- 
cations of channels. Another sec- 
tion will deal with the argument 
over the set-aside of channels for 
non-commercial educational sta- 
tions. 

In its statement to the House ap- 
propriations committee, the com- 
mission reminded Congress that 
television will soon be “the domi- 
nant communications medium in 
the United States.” 

FCC took the position that the 
growth of the industry should not 
be hampered by a lack of work- 
ers to process applications. 


s The threatened bottleneck in the 
handling of applications is under- 
stood to be a major problem still 
bothering FCC in its final sessions 
on the allocation plan. 

FCC estimates that as many as 


90% of its TV applications may | 


involve competitive hearings, if 
previous procedures are followed. 
Up to now, the commission has 
held up all applications for any 
one community when the number 
of applications exceeded the num- 
ber of channels available. 

Some FCC members think that 
handling of applications would 
move faster if FCC held hearings 
only on applications for disputed 
channels in each city. Under this 
system, the commission could move 
rapidly ahead and grant other ap- 
plications from the same com- 
munity for channels which are 
not in dispute. 


a This proposal reportedly split 
the commission 3-3 two weeks ago. 
Opponents insist it introduces an 
element of chance, and turns the 
process into a gigantic guessing 
game, with rich rewards for those 
who are lucky enough to ask for 
what turns out to be an undis- 
puted channel. 

Névertheless, the channel-by- 
channel proposal is now reported 
to have a fourth supporter within 
the commission as a result of a 
switched vote. 

Where the old process ties up 
all TV service until the comple- 


s The commission told the House: 
“That television will soon be 
the dominant communications me- 
dium in the United States is borne 
out by the unmistakably clear 
facts of its growth during the first 
few years of its life despite the 
formidable opposition of estab- 
|lished competitive media—radio, 
newspapers, etc.—which was fur- 
ther heightened by the inability of 
the industry to expand during the 
‘freeze’ period.” 

The commission pointed out that 
;more than 13,000,000 families in- 
vested in excess of $4 billion in 
|TV receivers, and “by mid-1951, 
|national advertisers were spend- 
ing almost as many dollars to 
reach the nation’s limited TV audi- 
ence as they were spending on na- 
tionwide radio broadcast facilities.” 


BB Sets Drive 
for Pen Refill 


HOLLYwoop, March 12—A news- 


paper campaign, “the biggest ever 

| launched in behalf of a writing 
instrument over so short a period,” 
will run next month for B-B pen 
Co.’s new Jet ball pen refill. 

The Jet refill is a legally ac- 
ceptable black ball pen ink de- 
veloped by B-B after five years 
of research. Newspaper ads, point- 
ing up the refill’s legal standards, 
will run in 462 newspapers cover- 
ing 375 cities from April 4 to 25. 
Advertising in 175 of these cities 
will be cooperative. 

Initially, 1,000,000 Jet refills are 
being marketed but B-B is aim- 
ing at servicing a good portion of 
the 60,000,000 pens it has sold since 
1946. 

Foote, Cone & Belding is the 
agency. 


Feuerman Is Elected 


Sol S. Feuerman, formerly di- 
rector of the medical division of 
Audio Productions Inc., New York, 
has been elected president of Me- 
| digraphics Inc., New York, a new 
| organization devoted to graphic 
| communications in the medical sci- 
| ences. 

! 


Oleo Sales Up 30% Over ‘51 


Industrial Surveys Co., New 
| York, reports home purchases of 
{margarine during a four-week 
| period in January this year 
}reached 98,000,000 lbs. This is a 


100 Top Magazine and Broadcast Advertisers in 1951 


Based on Figures Compiled by Leading National Advertisers Inc. 


| (These figures are based on measurement of 88 


general magazines or groups, six f 


four radio networks, four television networks, and 
First 3 Markets Group, New York Herald Tribune 


arm publications, 


and This Week 


edition of This Week, New York Mirror Magazine, 
New York Times Magazine, and Puck—The Comic 
Weekly, in addition to American Weekly, Parade 
Magazine.) 


} COMP: Total Magazines Network Network 
ened Expenditure “Generals Farm Total 4 Sections Radio Television 
| Procter & Gamble CO... eee eee $35,859,156 | $6,714,411 $ 540,735 | $ 7,255,146 864,730| $18,159,693 | $7,579,587 
General Foods . 21,842,212 6,092,405 1,114,423 7/206 828 2,035,108 6,869,503 5,730,773 
| Colgate-Paimolive-Peet Co. . 904,406 3,927,538 166,590 4,094,128 3,583,749 4,736,688 4,489,841 
| General Moters Corp. 14/162,348 9/548,168 1,114;340 10,662,508 1/028,624 698,726 1,772, 
| Lever Brothers é 13,617,873 1/839,191 107,985 ‘947,176 2/266,340 6,615,646 2,788,711 
General Electric Co. 12/426,483 9,047.937 710,335 9,758,272 255,753 248 2163; 
| General Mills, Inc. 11,797,599 1,978,869 1,770 260,639 1,162,205 6,490,270 1/884, 48 
| Ameri Tobacco 11,483,042 3,567,154 9,400 576,554 1,627,625 3,302, 2,975,957 
| Liggett & Myers Tobacco Co. 11,203,298 2'336,835 336,835 5,337,327 3,529,136 
R. J. Tr 11,150,809 2,394,568 330,540 725,108 243, 3,193,1 4,988 665 
Sterling Inc. 10,061,062 1,180,989 138,182 "319,171 1,279,715 6,908,141 574.035 
Campbel! Co. |, 268,747 3,444,748 444,748 176, 5,055,179 590,070 
National Dairy Products Corp. 723,758 3/879,889 130,772 010,661 927; 1,669.1 2,116,023 
Miles % 5 . 189,752 499,246 768 525,014 204, 6,849,371 610,785 
American Home Products Corp. "937.417 1,111,375 159,969 27h, 431/507 5,699,191 535,375 
P. Loritiard Co. §éese £12, 1,798,290 798,290 2,748,941 3,065,135 
Gillette Safety Razor Co. 487, 13% 1,017,333 84,550 101,883 621,006 3,774,160 1,990,087 
eee eneee 255, 4,184,787 489,805 4,674,592 436,550 880 86) 1,263,6% 
Pillsbury Mills, Inc. (060, 1;890,051 73,455 3, 295 3,702,352 465,835 
Co. cians 6,986,491 2'290,791 142/576 433,367 643,328 3,396.95 512,845 
ilip Morris & Co., Ltd., Inc. 1,108 408,656 /6' 203,000 4,465,272 1,614,180 
Ford Motor Ny Fecdsesahess Say 409 188,126 230,795 418,921 104,785 3,023,703 
Bristol. islcnaseress 5,359,955 2 735,020 233,046 066 161,097 2,132,517 1,096,275 
ellogg Co. 123,846 (101,985 160,520 262.505 $052 1,688, 2.314.310 
. —Seagrams, 55,994 911,054 911, / ; 
schenley, feaueuries Inc... 610,239 968,298 968,298 33,150 840,749 768,042 
oodyear Tire & Rubber Co. 304,472 430,301 425 822,726 25/035 454, 1,002,225 
Quaker Oats Co. 240,321 192,800 211,355 (404,155 544/576 1,169,005 2/122'585 
Westinghouse Electric Corp. . 113,528 2 683,832 035 2' 807,867 207,685 14, 2,083,610 
Philco Corp. “8 812,949 "082,062 350 125,412 1,619,978 1,772,909 
Radio Corp. of America... 4,667,778 "285,586 "285,586 2/260,414 1/064;780 
Arnour & Co 4/280'237 {400,637 21,075 "421.712 758,150 1,697,085 403,290 
National Distillers Products Corp. 4,048,933 950,133 33,840 983,973 64,960 
ican Telephone & Telegraph Co. 928,592 832,370 255,322 087,692 840,900 
National Biscuit Co, ........... 776,981 "294,526 79,284 ‘373,810 192,544 1,866,962 343,665 
Texas Co. 317,483 637,240 259,990 ‘897,230 253,628 1,166,625 
& Johnson . 291,059 884 898 196,350 081/248 139,113 70,698 
rae 1 a ai wee | uma | ate | ieee | ee] Mea es 
fs waas = 177,446 3. 251,924 “655,247 484,600 1,037.59 
Joseph Brewing. Co. 121,151 1,040,840 1,040; 625,674 1,454,637 
¥— Co. “e 109/649 1/674/569 96,905 L771 A74 207,827 2 ohh $18. 
7.477 295,020 ; 232, 480 , 
Pabst nen” see Gie 807/290 624; 624,669 6,1 1,206,433 
Nash-Kelv Corp. 738/961 1.479.919 67,140 1,347,039 din ian 1/211,902 
Koeieet ‘ton a eplletiripe = meeps 731,666 port 22,175 990.910 291,095 127,157 1,322,504 
Borden Co. P 648,771 1,929,688 42,250 1,971,938 139,233 537,600 
U.S. Government -. ieee 630,285 1/163,395 12950 1,293,245 368,750 811,825 156,465 
Lambert Co. 3 553,632 1.993622 79, £018,472 227/885 310,275 
Gooderham & Worts, Ltd. 483, 2/483,0 483, 
pg 5 rnetieetyomec 482823 | 1,226,104 1.226.104 449,029 807,690 
U. S. Steel Corp. nad 480,904 927,972 211,237 1;139,209 1,320,560 21,135 
E. 1. du Pont de Nemours & Co., Inc. 454,650 1,417,929 161,356 1/579, 285 155,700 685,715 33,950 
Manhattan Soap Co... + 382,259 183,779 183,779 940 1,357,235 631,305 
B. F. Goodrich Co. 260,056 1,287,294 250,797 1,538,091 721.965 
Carnation Co. ........... 258,178 216,378 «8, 264,674 212,920 1,342,419 438,165 
Standard Brands, Inc... aes. 188 1,303,468 118,785 1,432,433 ae 8 531,830 
Pat Somesee ts Son, Inc. 158,755 1;359,571 50,500 1,410,071 386,770 7,164 354,750 
Auto- 158,100 609,641 94,765 704,406 12,195 830,620 610,879 
| ay Ry 8 I Co. 154,732 106,500 83,775 1,190,275 555,942 515 
Cluett, Peabody & Co., Inc. 117,577 1,713,819 1:713/819 9.267 394,49 
Hunt Foods, Inc. : oe 104,735 783,060 783,060 218,200 1,103,475 
Sylvania Electric Products, Inc. 093,515 642,271 642,271 634,065 141,054 676.1 
Chesebrough Manufacturing Co, . 068,401 3,705 463,705 681 724,015 
H. J. Heinz Co. 020,890 1,073,354 13,300 1,086 654 236 
Pond’s Extract Co. .. 991,629 1,447 836 1,447 83 543,793 
Prudential Insurance Co. of America 987,901 482,390 30,740 513,130 1,408,621 66,150 
Canada Dry Ginger Ale, Inc. 1946,118 1,191,126 1,191,126 7,095 637,897 
Doubleday & Co., Inc. | 887.994 732,568 732/568 1,119,253 %,173 
International Latex Corp. (849,332 129 708 2.319.08 488 452,079 
Eastman Kodak ‘42,303 , . 
Cannon Mills Nw “ ‘833,978 1,418,207 140,175 1,558,382 146,841 128,755 
RKO Pictures Corp. 833,525 1,440,327 1,440,327 393,198 : 
International Silver Co. ‘818,704 1,725,220 67,154 1,792,374 25,750 580 
Mars, Inc. MEST eidsus ied tnssomsked ‘B04 aus . pa anaie ri 178.330 1,030,856 595,279 
ta. AS 756,657 5,256 5,256 1,282,761 468,640 
Block Drug Co., Inc. . .753,206 433,455 25,200 458,655 272,831 368 865 552,855 
Warner .753,026 1,131,151 88,590 1,219,741 57,950 475,335 
Ssttoreas Packing Corp ‘727, 1/655,236 655, 72,01 
Bymart-Tintair, Inc. 724,525 158, 158,333 159,413 352,584 1,054,195 
Best Foods, Inc. .......... ‘704,850 671,010 6,875 677, 531 495,300 
Libby, McNeill & Libby 71,737 1,289, 1,289, 260,515 121,425 
n-Forman Distillers Corp. “671,014 1/663,174 7,840 1/671,014 
Gulf Oi Corp. 389, 42,200 4a 603,118 634,050 
re reveeeess pesy iy 230 280,624 Larabee 109'330 
<" 237,394 43, (274, : 
Seanad Ol Coa ledlans ey sen 80,940 81.890 1/342'613 205,485 
Rexall  alaraeien 624,777 745,680 106,900 852/580 197 
Anheuser-Busch, Inc. P 598 882 289,112 289,112 1,309,770 
Drugstore Television Productions “$87 301 preepent neiaishe 1/587,301 
Fg eae 351/835 "213/008 17,425 230,434 209,089 841,407 270,905 
International’ Shoe Co 542,670 681/531 64/820 746,351 796,319 
Sunbeam Corp "532,663 1,526,102 6,561 1,532,663 
George Hormel & Co "522, 983 16,885 713,868 227,539 581,252 
Union Carbide & Carbon Corp (518, 1,110,868 55,512 1,166,380 218; 133,580 
Champion Spark Plug Co. 510,169 928,799 282,495 1,211,234 298,935 
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CamMpEN, N. J., March 12—RCA 
Victor's famous trademark dog, 
Nipper, soon will come to life in 
a contest for its record depart- 
ment. 

One hundred live puppies like 
the famed original fox-terrier will 
be awarded to children in a con- 
test designed to stimulate sales of 
children’s records. 

The “Little Nipper Riddle Con- 
test” will run from April 1 to May 
30. It is open to children under 12 


tion of time-consuming hearings,| 30% increase over consumer sales | Years of age. The contest is based 
the new plan commands support! for a comparable period last year.|on a new RCA record, “Little Nip- 


because it offers hope of at least 
some service for non-TV areas 
with a minimum of delay. At pres- 
ent, FCC has only five staff mem- 
bers who would be qualified to 
conduct competitive hearings. 


s FCC indicated that the unfreeze 
of TV will probably mark the be- 
ginning of the end so far as AM 
and FM expansion are concerned. 

Up to now, FCC said, AM and 
FM have benefited from the ban 
on TV construction. Since 1945, 


‘Charm’ Names Press 

Paul Press, formerly production 
manager of Cue, has been named 
to a similar post by Charm, New 
York. Mr. Press is an instructor 
at the Workshop School of Adver- 
tising and Editorial Art. 


Opens Branch in Memphis 
National Container Corp. has 
opened a new Sales office in the 
Dermon Bldg., Memphis. A. Lee 
Gordon Jr. is manager and A. 


|per Riddles,” containing six rid- 
|dles narrated by Paul Wing, the 
storyteller. Each riddle is followed 
| by three optional answers. Young- 
|sters must select the right an- 
|swers, write their choices on a 
| eposiet entry blank printed on the 
|envelope containing the record, 
and compose a 25-word statement 
on “Why I would like to have a 
| Little Nipper puppy.” 


® In addition to the live pups, 1,- 


Victor's Famous Dog Coming to Life 
in ‘Little Nipper’ Contest for Kids 


| awarded as runner-up prizes. 

The company is planning a 
heavy promotion campaign in 
newspapers, radio and television 
to precede the contest. 

Locally, distributors will be giv- 
len special 50-second television 
| film commercials. Also, they will 
| get cooperative newspaper mats, 
window displays and streamers 
and a press kit. 

J. Walter Thompson Co. is the 
agency. 


| Jamian Adds Account 


Jamian Advertising, New York, 
has been appointed to direct ad- 
| vertising for Stroheim & Romann, 
|New York, maker of upholstery 
and decorative fabrics. Humbert 
& Jones, New York, is the previous 
agency. 


Two Join ‘Argosy’ Staft 


Richard H. Coombs, formerly 
with Katz Agency, and Malcolm 
B. Crofford, last with J. B. Simp- 
son Inc., New York, have joined 
| the Chicago advertising sales staff 


Arthur Halle Jr. is sales manager, 990 latex rubber facsimiles will be’ of Argosy. 


‘Floor Covering’ 
Will Bow on May § 


New York, March 13—Floor 
Covering Weekly, a new tabloid- 
size merchandising publication, 
will bow Monday, May 5. 

It will be published by Leonard 
Publishing Corp., a new company, 
located at 140 W. 57th St., New 
York. 

Irving Genett, formerly editor 
of Flooring (and one time associ- 
ate editor of ADVERTISING AGE), 
will be editor of the new business 
paper, and v.p. and treasurer of 
the corporation. John C. LeClaire, 
formerly a public relations man 
in the floor covering field, will be 
publisher of the magazine and 
president of Leonard. 

The magazine will have a con- 
trolled circulation of 15,000. It 
will be aimed at floor covering 
buyers for specialty stores, and 
furniture and department stores. 
One-time, b&w page rates will be 
$525. 

Advertising, the publisher said, 
will be limited to floor covering 
and related industries, and will be 
available in color. 
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Grant Succeeds 
Ruthrauff & Ryan 
as Dodge Agency 


(Continued from Page 1) 
ceeded as president of the Dodge 
division last September by W. C 
Newberg. At that time, other ad 
and sales staff changes were made 

Grant Advertising reportedly 
was favored by Dodge execs be- 
cause of its handling of the Chrys- 
ler Air-Temp account 


@ One consequence of the shift 
of the Dodge account was that 
Ruthrauff & Ryan cancelled a 


scheduled shift of Detroit mana- 


gers. John H. Weiser had been 
scheduled to move into Detroit, 
swapping places with Tod Reed, 
who would take over Weiser’s 


post in Hollywood 
Stay put 


Now they will 


The Detroit office will continue 
to service Dodge until the effective 
date next summer, and will occupy 
the same quarters. This week the 
agency named Gordon Miller, an 
account executive in the Detroit 
office since 1944, a v.p. 

The R&R Detroit office also 
serves Electric Auto-Lite Co. 


Miller Addressed Chicago 
Adclub, Not Fitzmorris 


Chester M. Miller of Fitzmorris 
& Miller, Chicago, addressed the 
Advertising Club of Chicago on 
good copywriting on March 3. AA 
erroneously reported March 10 
that Charles Fitzmorris Jr., Mr. 
Miller’s partner, gave the talk. 


Helene Simon Lloyd Dies 

Mrs. Helene Simon Lloyd, wife 
of Laurence M. Lloyd, president of 
Lloyd, Chester & Dillingham, New 
York agency, died in New York 
March 12 after an illness of sev- 
eral months. Mrs. Lloyd was the 
daughter of the late Franklin 
Simon, owner until his death in 
1934 of Franklin Simon Inc., New 
York department store. 


Crosley Appoints 
Simons to New 
Advertising Post 


Cincinnati, March 13—George 
E. Simons has been appointed 
advertising manager of all ap- 
pliances of the Crosley division of 
Avco Mfg. Corp. It is a newly cre- 
ated position. 

This marks the second time he 
has been in a major advertising 
position with Crosley. He joined 
first in August, 1949, and served 
as ad manager until April, 1951. 
Then he became account executive 
for electronics with Benton & 
Bowles, the Crosley agency. 

His appointment as appliance ad 
manager is part of Crosley’s ex- 
panded sales program recently an- 
nounced by W. A. Blees, Avco v.p. 
in charge of Crosley sales. Two 
separate divisions have been set 
up—one to handle refrigerators 
and other appiiances, and the other 
to take care of television and radio 
sales. 


"Think success has gone to Jones’ head since tapping the 3'/2 billion dollar — 
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lowa market through the Des Moines Sunday Register?” 


Bi 
off by ac 


— come out of the lowa market. . . 


when touched 


vertising in the Des Moines Sunday Register! 
It’s not hard to figure why. Picture a big, —- 


market 


of 2'2 million people with a thumping 312 billion dollar in- 
come—all neatly ensconced within four borders and mass 
covered by one great newspaper: the Des Moines Sunday 


Register! 


Coverage like this: In 79 out of lowa’s 99 counties—it 
ranges from 50% to 100%; is 40% to 49% in 12 counties, 
more, and at least 21% in the few others. Statewide average: 


an unbelievable 2 


all over the state! 


out of 3 of all families, town and country, 


lowa’s town — aggregate a better urban market than 


cities like Phi 


adelphia, 


Boston or San Francisco. And, 


lowa's farm folks are the world’s champs for high income. 
More good news: Milline rate of the Des Moines Sunday 


Register is a modest $1.86. 


| THE Des M 


Represented by: 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Doily, 371,459—Sunday, 536,752 


OINES REGISTER anv [TRIBUNE 


Gardner Cowles, President 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—los Angeles and San Francisco 


Advertising Age, March 17, 1952 


In this issue AA lists the top 100 advertisers for 1951, with a media 
breakdown of their expenditures (Page 3). Also shown are expendi- 

| tures for the same 100 companies for the past four years, and charts 
showing how the four different media have fared over the years 
(Page 42). The over-all story starts on.... 


| National mail order campaign booms sales of $1.98 home repair book 
for television. Ad executive Cecil Hoge is the man behind “TV 
Owner’s Guide” 


This isn’t in the merchandising rule books but a New York cap maker 
found that calling the wrong number can pay off. He reached a De- 
troit agency man and soon he had a new product—Deerstalker hats— 
YK rE rer eT er etre rr Page 2 


Last week saw some important mergers: Pillsbury Mills bought the 
Duff mix business of American Home Products Corp., American- 
Marietta bought O’Cedar Corp., and J. B. Williams Co. directors 
agreed on a merger with R. B. Semler Inc. .......... Pages 1 and 84 

Lifting of the TV freeze this month is expected to bring a deluge of 
appiications for channel permits. The FCC wants at least 54 more 
employes to handle the stampede....................-e0055 Page 3 

When you try to sell the Negro market, do you start dropping names 
like Joe Louis, Duke Ellington and Marian Anderson? If you do, 
you’re on the wrong track, says John H. Johnson, editor and pub- 
og Se rene ee mer erat Page 73 

| Mfg. Corp. isn’t exactly pleased with retailers, and retailers 

won't be too pleased with Mullins now that the company is offering 
| a price discount on dishwashers to buyers who'll demonstrate them 


to their friends .... ; Saas eA aoe ... Page 81 
REGULAR FEATURES 

Advertising Market Place ... .70 Information for Advertisers ..70 
Along Media Path ........ 47 Mail Order Clinic ........... 74 
| Coming Conventions ....... se Obituaries ........ - 50, 85 
| Creative Man’s Corner ...... 74 Photographic Review ........ 64 
| Department Store Sales ...... 40 Production Tips ............ 76 
) RES 12 er 12 
| Employe Communications ... .74 Salesense in Advertising ._....76 
| Eye and Ear Department . 74 This Week in Washington ... .22 
| Getting Personal .......... 24 Voice of the Advertiser ..... 68 


‘Roy S. Durstine Inc. Moves to an expansion of facilities fol- 

Roy S. Durstine Inc. has moved lowing the recent appointments 
|its Los Angeles office to 3440, by Macmillan Petroleum Corp. and 
| Wilshire Blvd. The move was due! Graybar Electric Co. 


is is the size we cut for the 
Growing Greensboro Market" 


THIS MAJOR NORTH CAROLINA MARKET in the South’s 
Leading State, produces major sales. ... Here are 12 prosper- 
ous counties around Greensboro—a bustling industrial and 
farming trade center which “CONSUMER MARKETS” names 
as the second city in the nation in Retail Sales Per Household! 

. The Growing Greensboro Market accounts for 1/5 of 
North Carolina’s $2%-billion annual retail sales, and 1/5 of 
the state’s $487-billion spent for food ... Major selling medium 
for moving goods in this major ABC market, is the 100,000 
daily circulation of the GREENSBORO NEWS and RECORD. 


| 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market, with selling influence in over half of North Carolinal 


Bureau of Census Figures 


| GREENSBORO, NORTH CAROLINA, NX 11/5 


| Represented Nationally by Jann & Kelley, Inc. 
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Special Affiliates Committee's Report 


to Stations Will Stress Rates, Ratings 


New York, March 14—Rates and 
ratings will get most attention 
when the Special Affiliates Com- 
mittee makes its report to support- 
ing radio stations March 31 

Headed by Paul Morency of 
WTIC, Hartford, the group will 
present its report at a meeting 
preceding the opening of the Na- 
tional Assn. of Radio & Television 
Broadcasters convention in Chi- 
cago. This meeting will be open 
to the 354 stations which have con- 
tributed financially to the commit- 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Re 
porters provides effective way to obtain 
on-location photos, case histories, stories, 
testimonials and releases. Write 


ome ey eg eet + hess 
8 Park Place. Newark 2 


tee’s work—and to the press. The 
committee was appointed at last 
year’s annual NARTB conclave in 
an ill-fated effort to stave off AM 
network rate decreases. 


8s Recommendations will be sub- 
mitted to the “member” stations 
during the Chicago session. As the 
committee the interim job 
of serving between the 1951 and 
1952 conventions has been com- 
pleted. What happens in the future 
to the projects initiated is strictly 
up to the 300-odd stations repre- 
sented, members of the committee 
said at a press conference here this 
week 

Among the points expected to be 
covered in the resolutions, motions, 
recommendations, etc 

1. Stations will be urged to re- 
sist all attempts on the part of ad- 
vertisers to tell them what their 


sees it, 


rates should be. 

The broadcasters indicated that 
they hope most of the major sta- 
tions are turning down the Gener- 
al Mills package price offer for a 
17-week spot campaign (AA, Feb. 
25). Price concession features of 
the plan would leave a broadcaster 
wide open for “me too” demands 
from “every other client on my 
station,” one AM operator pointed 
out. 


® 2. The relationship of day and 
night rates should not be based 
on snap judgments, This is a mat- 
ter which requires careful consid- 
eration. Radio can hope “to main- 
tain its present high standards only 
by maintaining station income at 
adequate levels.” 

3. Stations will be warned 
against being maneuvered into the 
position where networks can make 
“sudden rate changes” at will. The 
committee voiced the hope that 
this phase of the proposed CBS 
radio network contract revisions 


will not be accepted by affiliates. 

4. The committee will record its 
opposition to formulas “pure re- 
searchers” think up for radio. 
“Dead as a dodo,” was one station 
executive’s reply when asked what 
he thought would be the eventual 
outcome of National Broadcasting 
Co.'s effort to overhaul its radio 
network rate structure on the basis 
of a formula. This long postponed 
move has been delayed by station 
opposition 


® 5. Radio ratings of the future 
must cover all listening—every set 
in and out of the home. One com- 
mitteeman recommended that ra- 
dio stop talking about homes and 
count listeners wherever they are. 

6. Broadcasters in cities like Los 
Angeles, Detroit, and Rochester, 
who have been working together to 
stir up interest in their medium, 
will be congratulated and held up 
as well worth emulation 

7. Broadcast Advertising Bureau 
will be complimented on its down- 
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INCREASE 


“COVER THIS RICH, RESPONSIVE MARKET... 


BOTH RURAL AND URBAN 


and urban! 


AT LOWEST COST 


Only the South Dakota Dailies sell 85°; of all the homes, both rural 


Combined milline rate of the South Dakota Dailies is one-third less 
than any other publication claiming coverage of this market. 


AT THE ACTION LEVEL 
Each of the locally-edited, locally-managed, South Dakota Dailies is 
a local salesman selling your merchandise through your /ocal dealer. 


a 


Comprise Six Locally Managed and Locally 
Edited Newspapers sig The Six Primary 
Markets of South Dakota. 
FOR COMPLETE, 

WRITE TODAY! 


SOUTH DAKOTA DAILIES 


Rural and Urban. 
HELPFUL INFORMATION, 


HURON, SOUTH DAKOTA 
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SPRAY DEQDORANT 
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STOPETTE SWITCHES COPY THEME—’‘If 
he took himself to the theater. . .he’d 
change to Stopette” is the new copy 
approach being introduced in mago- 
zine and roto section ads this spring by 
Jules Montenier Inc. Earle Ludgin & Co., 
Chicago, is the agency 


to-earth approach for selling radio 

“We like those tests that show 
how an advertiser made out who 
spent the same amount of money 
in radio and newspapers,” one 
broadcaster said. “We think the 
same technique should be applied 
to magazines. This sort of approach 
shows what radio has to offer and 
that radio stil] is the best way to 
get the most results for the dollar 
spent.” 

Members of the committee, in 
addition to Mr. Morency, are Ed- 
gar Kobak, WTWA, Thomson, Ga.; 
Robert Swezey, WDSU, New Or- 
leans; John Patt, WJR, Detroit; 
Walter Damm, WTMJ, Milwaukee; 
Richard Shafto, WIS, Columbia, 
S. C.; Clair McCollough, Steinman 
Stations; Kenyon Brown, KWFT, 
Wichita Falls, Tex.; Ben Strouse, 
WWDC, Washington; R. M. Fair- 
banks, WIBC, Indianapolis; Hugh 
Terry, KLZ, Denver; Leonard Kap- 
ner, WCAE, Pittsburgh, and 
George B. Storer, Fort Industry 
Co. 


Carolyn Names Sterling 

Carolyn Fashions Inc., New 
York, nationally branded suits, 
coats, sportswear, dresses and furs 
(confined to one store in a city) 
has appointed Sterling Advertis- 
ing, New York, to handle sales 
promotion, advertising and public 
relations. National magazines, bus- 
iness papers and dailies will be 
used, Grey Advertising, New York, 
is the previous agency. 


| Caroline Aber Joins Facts 


Caroline E. Aber has been ap- 
pointed director of the newly 
formed market reports division of 
Facts Inc., New York. The division 
will issue periodic reports for ad- 
vertising agencies, public relations 
organizations, trade associations 
and publications and_ industrial 
corporations. Miss Aber was for- 
merly with McCall Corp., New 
York 


Appoints Factor-Breyer 

Electronic Specialty Co., Los 
Angeles, maker of Shavex, has ap- 
pointed Factor-Breyer, Los Ange- 
les, to handle its advertising. Sha- 
vex, a Crosby Research Founda- 
tion product, converts AC to DC 
current, effecting a 50% increase 
in operating efficiency, it is 
claimed. Magazines, newspapers 
and television will be used 
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... what was his secret for doing the impossible? 


ENRY FORD had an amazingly simple 
formula for doing the impossible. It per- 
formed miracles for him, time and again. 

What was his secret? What was the real 
genius of this man who did so much to change 
our world? 

Beginning in the current LOOK, Garet Gar- 
rett, famous reporter and journalist, writes a 
three-part article on the prodigious achieve- 
ments of Henry Ford, the man who made his 
first car with his own hands in seven years... 
and who later mass-produced cars at the in- 
credible rate of one every ten seconds. 


To any one who likes to get things done... and 
done fast... this saga of how the giant mechanic 
worked his marvels will be inspiring indeed. It 
presents an engrossing picture of that bygone 
era when Americans operated in an atmosphere 
of almost limitless economic freedom. 


Likeso many of LOOK’ sdistinguished reports, 
the article on Henry Ford is informative and 
thought-provoking ... and at the same time in- 
tensely readable from beginning to end. The 
more than 18,453,000 readers of LOOK find 
articles of this same high calibre in issue after 
issue. 
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Look 


GARDNER COWLES, EDITOR 
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Adman Hoge Saw the Need for a Book; 
Now Sales Soar for ‘TV Owner's Guide’ 


(Continued from Page 1) 
Hoge recalls, “so we went into the 
science magazine field and bought 
pages in TV program magazines.” 

Meanwhile, copy men at the 
agency were piling up overtime as 
the search for the best advertis- 
continued 


ing approach 

“What we were trying to do was 
to adapt radio techniques to space 
ads. This went on for months and 
we fought to get it right,” Mr 
Hoge said 

By early January the new news- 
paper copy was ready to roll. The 
agency high command had de- 


SCREEN PROCESSED, 25 to 300... 


| markets. 
jor so the 


| New 
| phia Inquirer and Chicago Trib- 
une. 


cided on an editorial-looking ad| 
with a 
“Why haven’t TV owners been! 
told these facts?” Underneath, a/| 
picture 


double banner headline, | 


been brought up to date in line| stuck to large ads—full pages, gen- | 
| with changes in new model re- | erally, in the bigger cities—and | 
| ceivers. Other revisions were in- | added new territories as rapidly | 


| corporated after consultation with |as possible. The working rule has| 


leading engineers. | been to give precedence to cities 

From there on out it has been| with the highest TV penetration, 
pretty much a matter of full speed | but there have been exceptions to 
ahead on “TV Owners Guide.” | this. Present plans call 


oozed with sincerity and trust- weeks most of the papers in New | markets. 


worthiness. Closely packed type} 
surrounded a box of illustrations 


Next on the itinerary: Grand 


| York, Chicago and Philadelphia | 
Richmond, 


have carried the ad. Coincidental- | Rapids, Kansas City, 


of reception troubles the “guide”| ly, Hoge has moved into other | Washington, Los Angeles, Cleve- 


would help correct 


@ On Jan. 6 there was a split-run 
test of the first conventional ad 
against the hard-sell new ad in 
the Newark Star-Ledger. The new 
ad outpulled the old one by more 
than 30-fold. Spurred on by this 
success, Mr. Hoge “got the cour- 
age to tackle the ‘First Three’ 
" Within the next week 
same full-page ad was 
run in the Sunday editions of the 
York Daily News, Philadel- 


In the interim, the volume had 


city. In no} land and perhaps Oklahoma City 
instance has the full-page ad | and Minneapolis. 
with the “new” copy approach| In cities where sales are going 
failed to pay off, Mr. Hoge said.| best the agency is now repeating 
(“The Creative Man” guessed right| the ad—sometimes in the same 
on this. See Page 74.) paper, sometimes in a different 
one. If the same paper is re- 

® Not that the campaign has been| peated, the ad may appear in a 
without its rough spots. A small| different section. For example, a 
space 200-line ad (the old ad, not | paper which carried the first run 
the one finally selected for the| as a full back-page ad may have 
heavy push) was used in 25 cities.| the second as a vertical half-col- 
“In 18 of the 25 cities we lost}umn ad on the radio-TV listing 
our shirt on that one,” Mr. Hoge} page. 
continued. 

This proved to be only a slight|@ “Usually a mail order page dies 
detour. Mainly, the agency has| when repeated. But a re-run in the 


video areas city by 


YOUR FIRST TEAM 


Your 1952 Guide to the 
Bigger Indianapolis Market! 


Get ready to map your new sales and advertising cam- 
paign in the strategic, expanding Indianapolis market! 
We're inviting requests now for the 1952 Consumer Anal- 
ysis of the Indianapolis Metropolitan Area, the 7th annual 
report by The Indianapolis Star and The Indianapolis 
News. Due off the presses next month, this latest edition 
of the Indianapolis Consumer Analysis reveals consumer 
preferences and buying habits in 150 different product 
classifications, conveniently arranged in sections on foods, 
soaps and cleansers, toiletries and cosmetics, beverages, 
automotive and general. So, write us today for full details 
on all the vital market services that are yours to command 
here in bustling Indianapolis . . . 

1. 7th Annual Consumer Analysis 

2. Standard Market and Data Service 

3. Personal Retail Contacts 

4. Mailings to Trade 

5. Spot Distribution Checks 

6. Shopping Area Maps, Route Lists 

7. Assistance at Sales Meetings 


Reserve your copy of the new 1952 Consumer Analysis! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


FOR SALES 


IN 


for the} 
of an unidentified man|Over a period of six to eight| eventual invasion of all television | 


|e “TV Owners Guide,” 
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New York Mirror this week paid 
off 48% better than the first run,” 
| Mr. Hoge said. 

By March, the agency was buy- 
ing newspaper space at the rate 
of $75,000 a month. Supplement- 
ing this are 15-minute radio quiz 
shows—question and answer ses- 
sions based on the book. These 
have been scheduled in 25 to 30 


| key TV cities. TV, the most obvious 


method of reaching television set 
owners, has not been used. This 
omission is not strictly a matter of 
choice, because many stations have 
been reluctant to clear time for 
advertising devoted to making 
home repairmen out of video set 
owners. 

One unusual aspect of this pro- 
motion: The editorial ad seems to 
be adaptable to practically all 
print media. The copy has already 
appeared in the Pictorial Review, 
Puck—The Comic Weekly and 
Parade. The next Sunday supple- 
ment coming up is The American 
Weekly. A spring magazine cam- 
paign also is getting under way. 


@ In every case the advertisement 
seems different, since the design, 
layout, type and format are 
tailored to make it look exactly 
like the editorial sections of the 
newspaper, magazine or Sunday 
supplement in which it is appear- 
ing. However, the actual copy, 
word for word, has remained prac- 
tically unchanged—except for 
minor tightening here and there 
for reruns. 

An interesting sidelight on com- 
parable results: Mr. Hoge has 
found that color pulls less per 


|/thousand than b&w. Hence when 


the agency wants a premium posi- 
tion for which color is mandatory, 


|the art department employs the 
least possible amount of color. 


which 
costs $1.98 plus postage, got roll- 
ing too late to catch the spring 


{issues of many consumer maga- 


zines. In April and May, ads for 


|the book will appear in Esquire, 


Family Handyman, Living for 


| Young Homemakers, Moose Maga- 
| zine, Official Detective, Profitable 
Hobbies, Theater Arts and U. S. 


Camera. A comic test in Quality 


| Comic Group is scheduled for Sep- 


tember. 

Sales are now nearing the 250,- 
000 mark, by Mr. Hoge’s count; 
most of them were made during 
the 90-day intensified promotion 
effort, with March the peak month. 

What of fall plans? Mr. Hoge 
isn’t saying. There’s always the 
chance, he explains, that a hot 


| selling product like this one may 
' cool during the off season—rough- 


ly March to October for the mail 
order business. What happens next 
fall wili depend on whether the 
book catches on again in August 


ABP Appoints Hubbard 

Philip H. Hubbard, president of 
Reinhold Publishing Corp., New 
York, has accepted chairmanship 
of the cost committee of Associated 
Business Publications. He succeeds 
N. O. Wynkoop, v.p. and controller 
of McGraw-Hill Publishing Co. Mr 
Wynkoop continues as treasurer of 
ABP. The committee is responsible 
for compiling figures on business 
paper income and expenses and 
for conducting clinics for member- 
publishers and their accounting 
personnel on trends in business 
paper publishing costs. 


Kingan & Co. Names Ranck 
Kingan & Ca., Indianapolis, pro- 
ducer of ham, bacon, canned meats 
and shortening, has appointed Hal 
M. Ranck, formerly in the sales 
and merchandising department of 
The American Weekly, manager of 
merchandising and advertising. 


Maddox Joins Couchman 
Kelly Maddox, formerly pro- 
gram manager at WFAA, Dallas, 
will join Couchman Advertising, 
Dallas. The appointment is effec- 
tive when Mr. Maddox’s duties at 
the station are transferred to Karl 
Lambe tz, his assistant 
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| Over *51,000,000.00- 
what a whale of a market! 


When advertisers spend that much in the 


Chicago Tribune alone—millions more than they spend 


in any other newspaper in the world—they 
point the way to greater sales for you 


Over $51,000,000.00 in one newspaper! Consider the 


tremendous retail buying which makes it possible, and 


the buying action which the Chicago Tribune gets. 

Last year advertisers invested over $51,000,000.00 
for 45,468,000 lines of advertising in the Tribune. 
This was the largest revenue ever received in 
any year by any newspaper. It was over 26,000,000 
more lines than any other Chicago newspaper 
printed last year. It was more than 50 percent of all 
advertising expenditures in all Chicago 
newspapers in 1951. 

Increasingly, year after year, advertisers turn to the 
Tribune. Some spend over $1,000,000.00 a year 
for Tribune space. Scores spend upwards of 
$100,000.00. But none has saturated the market and 
none has exhausted the sales potential 
represented by Tribune readers. 

In the light of these figures, is your advertising 
program set up to take full advantage of the 


sales opportunities in the Chicago market? And are 
you utilizing fully the sales power of the Tribune? 
Here are over 62,000 retailers who do over 
$6,000,000,000.00 annually. On December 31, 1951 
Chicago savings deposits totalled $1,867,542,000.00— 
an all time high. Business is here for those who 
go after it. Here you can dig in and concentrate for 
the extra sales you want. 
No matter what you sell, there are more spendable 
dollars here this year for you to shoot at. 
And, to get the biggest return from your advertising, 
there is no medium like the Tribune. It is the 
newspaper which more people buy, read and 
buy from—the one that advertisers know 
from experience produces best. 
A Tribune advertising representative will be glad 
to sit down with you and your advertising 
counsel to outline a program that will help you sell 
more in 1952. Why not ask him to call? 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE ADVERTISING SALES REPRESENTATIVES: 
Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 


1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St 


‘ 


San Francisco 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


Los Angeles 


1127 Wilshire Blvd. 
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uf it’s 


food news 


you ll see it in... 


First — because SUPERMARKET NEWS will be a national weekly news- 
paper — the only one in the field — which means you will get the news at least 


twice as fast and twice as often. 


If that’s not often enough — we’ll become a daily (we publish three dailies* now 


— each the unquestioned leader in its field — both in news and circulation). 


SUPERMARKET NEWS will carry a steady, up-to-the-issue barrage of news 
... realistic news — all meat and no potatoes . . . from all parts of the country — 
and other parts of the world when that news is significant to the food industry. 
Also Government news — hot off the wires from our Washington Bureau — regu- 
lations, subsidies, controls, price changes... how that news affects growers, pro- 
cessors, transportation, retail distribution and labor (wages consume about 


70% of the retail food dollar). 


Fairchild is a big and thorough news-gathering organization: 24 branch offices 
and 350 correspondents throughout the world; a personnel staff of 1,600; and 
the largest presses in the business paper field — equal in size and speed to the 
best in the regular newspaper field —capable of delivering 40,000 copies 
per hour. 


Because SUPERMARKET NEWS will fill the present vacuum — take advan- 
tage of our introductory subscription offer — $1.00 a year. 


*Women's Wear Daily........ Be IG a hiwtedewesacaee 55,000 
*Daily News Record.......... Ge Rs x 6 0.80 oe sievicncet 22,360 
*Retailing Daily............. Be a Fei eck chs caedone 31,000 

Footwear News............. Pe IR 6 oo cc0cdwcs canes 11,113 


ee Win v6 ies ecsdedck ABC Subscribers................. 19,970 


Pa ee Ws Miah ke 


iy ae Ss Dae ee i ee NOR ok ay aie oS | ¥ 2 a ee ox ig ee i Bake 3 ee Deg ee: i fe ee eee > OE aa = bree! ue 
a ate Bo = a i : : © i oper Pig Ss i igmeeraereei)” : a ee aaa: ho a Tt ol my 
ie Be 5 ; 7 : : ‘ i Nes ie i a & A doch. eae oie REY dete tee 
* Be: ee : p ‘ a 
r ae 
m by 
, 
t 
: i 
tir et 
oe “f 
}. 5 
% “ ’ , 
iF ea 
Ve : 
} Se oO 
ae bd 
Te pe. 
Z 4 
Pa 3 
4, 
o i 
0 . 
as 
‘ ee | 
; i : 
Bo% 
fl = 
ie oee 
75 | a 
3 ; a 
; ed 
be a 
& tet . x 
1 d 
: at: 
f - 
ae 
ee ; 
ae 
a. fe 
on 
¥. 
ae : 
— 
a . 
Be 4 
; : 
Pp iy 
Ca 
+e 
3 y ‘ 
q 
-_ 
— 
2 B| ‘ 
gy 
a 
§ 
s 
¥ | 
a 
[ , 7 
_ { 
x 7 
” . 
* ] 
i 
“ 4} 
7 
ar, 
an 
% 
t 
2" : 
“& . 
1 a 
fe ' 
—_ . 
i 
oe! 4 ; 
eae ee i 
: ‘ 
ee | 
% : - 
aa ; ‘ : moment + en ‘ae 
Fee Picea es ee ae a £ ee gS Rage oe oh aoe a Re Ss see et ete Se Be ae ee 
be eer? iI “nie yoo oe ’ Ve? Shae: 4) Seale |. aaa eed Sa Sy Pe eee ee ei coer re 


Pe 


| Supermarket News — 


A Fairchild Publication 7 East 12th Street, New York 3,N.Y. 


Our Printing 
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Let's Give the Code a Chance 

It is apparent, from early observation, that the new television 
code 1s by no means being fully observed, even by those stations and 
networks which have subscribed to it wholeheartedly. It is also 
apparent that introduction of the code has provided a jumping off 
place for a good deal of concentrated public criticism of TV stan- 
dards. 

There are intimations, here and there, that the whole idea of pub- 
licizing a code is a bad one. Adoption of the code has increased, not 
decreased, criticism, it is said. And the code is so strict, or so hard to 
follow, that it will never be enforced 

We do not believe that either of these criticisms is valid. Certainly 
it is too early to be able to prove that they are valid. 

Any one whose memory extends back a score of years knows that 
the broadcast code created similar public discussion of the excesses 
@ radio, and that the radio code never was fully observed throughout 
the in.dustry 
) But it is unlikely that anyone would argue that the existence 
of a radio code was a bad thing. It is fairly easy to prove that its 

istence helped stabilize the industry and prevent too many 
..... In the long run, the code paid off—in better practices and 
# greater public support 

To condemn the TV code because there are abuses of the code, 
@ lack of strict enforcement within the first couple of weeks, is 
fOolish. The code is a voluntary deal. There is no way to compel 
ahyone to abide by it. Also, it is complicated and difficult. For all 
these reasons, it would be little short of miraculous if it worked 
perfectly and completely all at once. Good or bad, wise or not, it 
should be given a reasonable time to prove itself. Such a time, we 
Would guess, would be at least six months. 

So, the point now is for everyone connected with TV to work 
as hard and as honestly as they can to make the code a reality, and 
not just a fine set of ideals 

We should like to point out, also, that constant vigilance is neces- 
sary, even after a code has been accepted and adopted. For an 
idea of what we mean, spend a few hours listening to AM radio one 
of these days. If you think TV advertisers are violating the rules 
on length of commercials, you will discover that they are lily-white 
compared with some current AM advertisers 


Further Delving into Motivation 
The advertising and marketing business, we honestly beliave, 
deserves far more credit for its contributions to the study of hu- 
man motivation than it has ever been given 
Generally, as in the case of the McCann-Erickson studies in psy- 
AA advertising and 
marketing people have been giving the psychologists and the social 


chological research, reported in last week, 
scientists and anthropologists credit for developing techniques which 
can be turned to practical account 

But this is a two-way street. Advertising’s eagerness for useful 
theory and practical applications in this field has had a notable 
effect upon the scientists, and upon the interest in their subjects. 
And we think it is high time the scientists recognized this fact. 

In. effect, marketing people have provided a 
“ready market” for scientific explorations into the areas of hu- 
man motivation—areas which might easily have languished for lack 
of support without this eager interest on the part of non-academic 
business men 

There is a good long way still to go, and we don't believe any 
advertising man has reason to get too puffed up about what he 
or the field has accomplished. But it is interesting to speculate 


on just how much business has contributed to science by fostering 


advertising and 


new studies, and eagerly watching the academic production line for 
practical new ideas. 


—Dun's Review 


“What makes me think I'm worth $10 a week more? Why, er, my wife, | guess.” 


What They're Saying 


Extends Friendly Hand 

For 24 years I have used this 
day to extend the hand of friend- 
ship! 

Each February 29, the EXTRA DAY 
of Leap Year, I have paused to 
give thanks for my many friends. 
| At first, I was able to write an 
individual letter, but with the 
| passing of the years the list has 
grown until now this message 
| must be printed. It is none-the-less 
genuine and sincere. Those of you 
| who have received it previously 
| know that it goes only to a very 
| select list...REAL FRIENDS. 
| Perhaps I did you a favor. More 


| likely, you did one for me. At any 
|rate, I have placed you in my 
| ALBUM OF PEOPLE THAT I LIKE. One 
can repay a loan of gold, but one 


are kind—Malayan Proverb. 

And so, my friend, here it is... 
my hand of friendship. It’s really 
nice to know you and to count you 
as a FRIEND. 

I am hoping you live so that I, 
| too, rate a spot in your personal 
| book of friends. 

—Letter sent out Feb. 29 by E. W 


Elmore, Burns Cuboid Co., Santa Ana, 
Cal. 


Business Man Takes Stock 

It was easy to be a business man 
in those days [45 years ago]. Your 
help came to work and you paid 
them. You told your customers 
what you had to sell, and they 
bought it. 

Things are different now. To 
run a shop now I've got to have 
tax experts, lawyers, union dele- 
gates, labor relations counselors, 
time-study engineers, Coke ma- 
chines, hospitalization, psycholo- 
gists, and a baseball coach. 

To sell my customers I've got to 
have an advertising agency, a pub- 
lic relations firm, a direct mail 
expert, charge accounts at all the 


lives forever in debt to those who}! 


restaurants, tickets for “South 
| Pacific,” sales analysts and boxes 
|}at Yankee Stadium and Ebbets 
Field. 

God forbid I should take a Yan- 
kee fan to a Dodger game. I'd 
| have to go out of business. My 
| reputation would be ruined. 
| - 
ern Brass & Copper Co., at 
| given him in celebration of his 70th 
| birthday 


|‘Kind Words for Pay’ 


| 


I do not suppose that the charm- | 


ing ladies who tell us, in adver- 
tisement columns of magazines, 
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| eneree | 


Kay Shinn tells about the agen- 
cy steno who reported a “commo- 
| tion” to the client instead of the 
| promotion they had been talking 
about. Sometimes there isn’t too 
much difference. 


McCann-Erickson’s psychologi- 
|cal research has discovered what 
|makes people drink. It’s just an 
easy and pleasant way for Dr. 
Jekyll to change himself into Mr. 
Hyde. 


After a highball at lunch, the 
American Management Assn. says, 
an executive’s error ratio increases 
30%. Under those conditions even 
a professional yes-man is very 
likely to say no. 


The Duke of Edinburgh, heir 
apparent to leadership in male 
fashions, Fairchild reports, likes 
double-breasted business suits and 
buttons both buttons. 

Now we're getting somewhere. 


Makers of Cuticura, a national 
advertiser since 1882, have given 
$30,000,000 out of profits to chari- 
ty in the past 30 years. 

Seems advertising pays a lot of 
people besides the advertiser. 


St. Louis druggists are demon- 
strating the advantages of fair 
trade in reverse by cutting the 
prices of newspapers that don’t 


| agree with them 


Marion Harper Jr. thinks adver- 
tising volume will double in the 
next 20 years, and chances are 
some salesman soliciting an ac- 


; count in 1972 will remind him of 


—Abraham Barchoff, president, East- | 
a dinner | 


| that they owe their matchless com- | 


| plexions to the use of a certain 
| face cream let us into their confi- 
| dence only from love of Mr. Pond, 
| lovable as Mr. Pond may be; nor 
|do I think that 
| young men who, in other columns 
lof the same magazines, 
| themselves to be photographed in 
|their union suits (a costume in 
which no man really looks his 
|best) do this from philanthropic 
| motives. I surmise that a certain 
|sum of money is involved in these 
transactions. So why on earth 
should authors write the publish- 
|ers’ ads for nothing? 


—W. Somerset Maugham, in the Feb- 
ruary issue of “Woman's Day.’ 


Housewives’ League 

The fact is that in this country, 
every so often, the American 
housewives take over the running 
of our economic system—and they 


the handsome | 


allow | 


|long, because it 


his prophecy. 
3 


“The free enterprise system,” 
says Ewan Clague of the Bureau 
of Labor Statistics, “will work 
well if it has the facts on which 
it can make the right decisions.” 

The facts, all the facts and noth- 
ing but the facts, that is. 


“Whitehall names Abbott Kim- 
ball for deodorant,” the headline 
says. 

You just can’t keep chiorophyll 
out of the news. 


Ira Rubel says the 15% agency 
commission system won't last too 
isn’t enough to 
pay for all the services clients 
want. Nor for all the speculative 


| work some agencies do for pro- 


spective clients. 
* 


Tom Johnston scored a first in 
the agency business by describing 
a great campaign produced by his 


| own organization which is wonder- 


|do a mighty good job of it. They) 


do it by simply saying, “I'll be 
darned if I'll pay that much.” 


Our system is a competitive sys- | 


| tem; and if we get off the track, 
| the housewives will put us back on. 
They are the ones who have real 
price control (OPS please note). 


—“Trundle Talks,” February, 


issued~ 


by Trundle Engineering Co., Cleve- 


land. 


ful in every way, except that it 
just doesn’t sell the client’s prod- 
uct. 


Supermarkets, now doing $36 
billion in retail sales a year, seem 
to be the only thing in the country 
capable of rivaling the national 
debt. 

Copy Cus. 
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RECENTLY COMPLETED DUPONT RESEARCH 


CENTER WILL HELP AMERICA TO Dy hy oy; fob } jus are? 


“BETTER LIVING” 


: Now that a $300,000,000 expansion program he hu 


has been completed, the duPont Experimental rows 


Station has become one of the largest research 
laboratories in American industry. All over 
the Philadelphia area, industrial expansion con- 
tinues at a rapid rate. 
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BIG PHILADELPHIA AREA, THE NATION’S 3rd MARKET SHOWS DAILY 
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THE INQUIRER IS FIRST TODAY IN EVERY 
MAJOR ADVERTISING CLASSIFICATION 


With a total advertising lineage of 36,894,000 
lines, THE INQUIRER is way out in front in 


t Philadelphia. Similarly, THE INQUIRER sets 
q the pace, and is first, in NATIONAL, RETAIL, 
; DEPARTMENT STORE, CLASSIFIED and 
TOTAL advertising! 


Now in its 19% ) 
Consecutive Year of Total ‘ ‘ ‘ 
wines” ~— Che Philadelphia Mnquirer 


Philadelphia Prefers The Inquirer 


} 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-627C; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodword 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery Street, Son Francisco, Garfield 1-7946 © 1127 Wilshire Bivd., Los Angeles, Michigan 0259 
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SHE CAN ONLY 
CATCH ONE COLD 
AT A TIME ...or take one bath 


at a time...or bake one cake at a time. 


She’s the darling of the druggist, the grocer—of 


every storekeeper in town. But she can’t 


possibly use aspirin by the carload—or salt, 


cereals, or soap flakes. 


Today, only volume can keep selling costs down... 


and so the national advertiser seeks this lady 


mostly in multiples of a million. 


Se 


He courts her best on radio. Because radio 


reaches people unlimited ...and sells with 


undiminished force in every town, county, and 


PEEL ORR CP DRNRE BOI Ome 


state. Radio reaches more people at less cost 


than any other mass medium. 


You deal with the most people on CBS Radio— 


where the average audience (5.9 millions) 


is 10 per cent larger than on any other network. 


And you can afford bigness with frequency on 


CBS Radio—with the lowest cost-per-thousand 


listeners of all networks by 29 per cent. 


Here you can talk to customers—not once a 


month or twice a month—but daily and weekly. 


Here you can pre-sell and re-sell the all- 


important impulse that reaches for your 


product on crowded shelves. 


And here you can sell carloads at a time— 


time and time again. 


THE CBS RADIO NETWORK 
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ABC Promotes Three 


American Broadcasting Co. has 
promoted three of its executives 
James H. Connolly, v.p. for owned 
radio stations, has been named v.p 
in charge of ABC's San Francisco 
division. He succeeds Gayle Grubb, 
who has joined Fort Industries Inc 
Ted Oberfelder, general manager 
of WJZ, New York, has been ad- 
vanced to succeed Mr. Connolly, 
and William M. Materne, account 


executive in the network's sales 
department, succeeds Mr. Ober- 
felder 


Ward Becomes BBDO Director 


Alan M. Ward, v.p. in charge 
of the Buffalo office of Batten, 
Barton, Durstine & Osborn, has 
been elected a member of the 
board of directors. Mr. Ward 
joined BBDC in 1929 and was 
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been toppe 


ence for : 
tion's rating 
never been to 


Caminita Gets PR Post 

Ludwig Caminita Jr., Washing- 
ton public relations counsel, has 
been appointed special consultant 
on public relations to the U. S. 
Department of Commerce. He will 
report directly to Secretary of| 
Commerce Charles Sawyer 


Buker Elected Agency V.P. 

Jack Buker has been elected! 
a v.p. of Botsford, Constantine & 
Gardner, San Francisco. Janet 
Lindsay, formerly with Biow Co., 
San Francisco, has been appointed 
a media buyer for the Botsford 
agency. 


Named West Coast Agency 

Elliott, Goetze & Boone, San 
Francisco, has been appointed to 
direct advertising on the West 
Coast for Quality Bakers of Ameri- 
ca Cooperative Inc. 


BABY PASS—The Chicago & North West- 

ern is giving parents this pass for free 

rides—good only for their under-5 chil- 

dren. The kids have ridden free on the 
railroad for decades. 


‘Toronto Art Directors Exhibit 


The Art Directors Club of To- 
ronto has scheduled its fourth an- 
nual Exhibition of Canadian Ad- 
vertising and Editorial Art for 
April 9-23 at the Avon House Gal- 
leries. 


Record Hunters 
Have Field Day 


as Prices Fall 


Liberty Shops in N. Y. 
Join Price-Cutting; 
LPs Mostly Affected 


New York, March 11—Record 
bargain hunters were having a 
field day here last week. 

It started Monday when Liber- 
ty Music Shops offered buyers a 
choice of all discs on hand at 30% 
reduction. Many midtown record 
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shops have been selling records- 

| notably the long playing variety— 
}at this discount for well over a 
| year. But the entrance into the 
jfray of Liberty (known in the 
| trade as a “classy outfit”), which 
| previously has declined to parti- 
| cipate in price cutting battles, was 
|a new factor. 

| The price-cutting on LPs began 
with the small record dealers clus- 
tered in the West 40s and on Sixth 
and Seventh Avenues. But by last 
week, 30% off was a pretty stand- 
ard sign all over town. 

In fact, the record booth at Car- 
negie Hall, the stuffy temple of 
longhair music, now sports a sign 
offering 30% off on LPs. Liberty’s 
slash was immediately followed by 
cuts at Macy’s (6% below the 
Liberty price). Not far behind 
were Gimbel’s and Abraham & 


Straus with reductions of 40%. 
Record stores generally reported 


g American Bowl- 
Tournament 


his five man 
- secord has were? 


d since! 


ychester’s firs 


No. 33 OF A SERIES 


BIRK BROTHERS 
(% In Bowling’ 


) WHEC 


IN ROCHESTER 432 weekly quarter hour periods are 
Pulse surveyed and rated. Here’s the latest score, — 


STATION STATION STATION STATION STATION STATION 


WHEC B Cc D E F 
PORSTS... . . - BOB. «BGO. 00. Bocce cDecccecOeae.. O 
eT Or eee eee Mere i oe 


t au- 


43 Re . Station on 
ac ing as 
cided listener P , 
the decided TEC This sta WHEC carries ALL of the “top ten” daytime shows! 


WHEC carries SIX of the “top ten” evening shows 


PULSE REPORT—NOVEMBER-DECEMBER, 1951 
LATEST BEFORE CLOSING TIME 


| RIT 
SEEDER 
5,000 WATTS 


Representatives; EVERETT- McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco 


increased traffic and sales. 


® Liberty, which hitherto had 
avoided being classified with the 
cut rate operators, said the move 
was taken to clear stocks before 
}an expected manufacturers’ price 
}cut. A spokesman for the chain 
said that conversation with “pow- 
|ers that be” among manufacturers 
|} had convinced him that such ac- 
tion.was imminent. 

He called attention to the fact 
that “many retailers by flagrant 
| price cutting have been for some 
| time earning smaller discounts in 
| the way of much smaller margin 
|of profits per sale. 

| “We are compelled to meet the 
| competition, but based on sound 
business principles; we realize it 
is also necessary to make a fair 
profit. It seems absurd for a man- 
ufacturer to advertise nationally 
a 12” LP record, for example, to 
sell at $5.45 when, with the full 
knowledge on the part of the 
manufacturer, such records are 
being sold widely at 30% off.” 


® Liberty charged that disc mak- 
ers “have made no effort what- 
ever of a concentrated nature to 
stabilize the industry.” 

Columbia Records was quick to 
let it be known that CRI execu- 
tives were not the “powers that 
be” to whom Liberty referred 
Most Columbia classical LPs are 
priced lower than those of the 
competition already, the company 
said. 

“It is not our intentien to reduce 
the value of dealers’ inventory by 
reducing prices at this time,” CRI 
added. 

RCA Victor pointed out that it 
recommends resale and list prices 
to distributors and dealers—‘but 
these are suggested prices only 
and RCA Victor has no control 
over the records or the prices once 
its merchandise has been acquired 
by distributors. We do not pres- 
ently contemplate any change in 
our price to distributors or our 
suggested resale and list prices.” 


Buys Durogher TV Series 
Clark’s Super Gas, Milwaukee, 
has bought “Double Play with Dur- 
ocher and Day,” quarter-hour TV 
film series, for three markets. The 
| markets are WTCN-TV, Minneap- 
lolis;s KSD-TV, St. Louis, and 
| WTMJ-TV, Milwaukee—placed by 
Arthur Meverhoff Co.. Chicago. 
| Red Top Brewing Co., Cincinnati, 
| has bought the show, which has 
sold in three additional markets as 
well. Featuring Leo Durocher and 
Laraine Day in an ad-lib-inter- 
view type format, the series was 
produced by Marted Products and 
is being distributed via United 
Television Programs Inc., Chicago 


Burkhardt Leaves NPA 


Charles H. Burkhardt, who has 
been on leave of absence with Na- 
|tional Production Authority in 
Washington, has rejoined the staff 
of Plumbing & Heating Journal, 
Plumbing & Heating Wholesaler 
and Sheet Metal Worker as heat- 
ing editor. 


pak ib iy ie BO fog” ee ee re ale oh LBS aa oe: ; é Re ee ae te at ee Da gene ee a ac : : 3 Ee ia en aa 14 — * 2 2 eo 
aa 
x4 PASS 
ah OS 
~ WEY = + 
a eS SiEgS 4 
3 = PO a nies _ | 
ime ee 1935 i a 
eo. ; 
pe /\ >. . e 
or “s (gs 
it >} | ass 
| ah  — : 4 
au if — . a. 
be 4 Zz 
i i + AAN 
if | / f — ) 
ql Greg In Rochester Radio 
. : e = o/ a” . 
. Pe 
a ZA cone T :- 3 | 
i ee “ a ) 
by ‘F v A . wl 4 : ' | | 
i ( se , “ — ‘€ ; t 
ogg , of - » EA 4 a 
>= ; we De ie , 
a : Cong le }} 
2 ing : ; team bowie , I 
: the ee © e man team | | | | 
oft an 
* ; A HY 
; j 
. — . 
, | 1) 
ae } 
‘- } 
3 & 
: pped since: 
; : : i 
7 Be 
"yy BUY WHERE THEY’RE LISTENING: — JL d 
vA Be ae a a rf eZ 
yal Ben aaa | i 
a | ! 
“ae 
~~ p! 
5 pee “hi peeae Ge se I Pon Sh ae or, ; : ; : : seems: <a won a ] 
Shale She there On es Se : 1 I i: i A 8 


Bee 


Figures show per cent 

of Star subscribers 
compared to households 
(1950 census). 


Percentages are based 
on circulation of evening 
issue only. If combined 
morning and evening cir- 


culation were considered, 


per cent figures would be 
double those shown. 


13%o| 12% fee] 12% 


ROC 7% 
6 %o\snourw] (ORES 35% 
MAHA [BROWN 3% 5%, 23% ° 
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; ui ° 42% 40 /o t ° 
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FGM 50; 1-70) 54% pi ts 

8% 32 %o| 57 %o} HENRY KANSAS CITY 
Y BRioenson LINN ered 45% . 16% : city eg bay the mil- 
30%H 41%] 40%) 4!" freee paltan crea population 
1 detain (go of 38,000 person 

2 35% 3 0 e /o 28 %, cana since the 1950 census). 

ee . % 
The Kansas City Star has the most thorough circulation coverage (Morning, evening and 
Sunday) of all daily newspapers. 


95° coverage of all households in Jackson County, Mo., Clay County, Mo., Wyandotte : 


County, Kan., and Johnson County, Kan.—the four counties comprising the Metropolitan 
County Area of Kansas City as defined by the U. S. Census bureau. This area includes 
Kansas City, Mo., Kansas City, Kan., Independence, Mo., and North Kansas City, Mo. 


. <) ) a 
Groene AVE eas ; 
1meteon (2s 
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24% to 62°, coverage of housholds in remaining counties in retail 
trading zone. 


PLUS—coverage up to 46%, of households in other counties in 
Kansas City’s 100-mile drive-in territory. 


Here is phenomenal coverage in a phenomenal city and area— 
a market which is surging ahead by leaps and bounds and 
which is attracting national attention and comment. 
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15 Talks Slated tor Atlanta Ad Meeting 


AtLanta, March 11-—-The third 
annual Advertising Institute spon- 


ored by the Atlanta Advertising 
Club and Emory University will 
open Friday, March 21. The key- 


iddress will be given by S. R 
Bernstein, editor of ADVERTISING 
He will be followed by 15 
nationally known advertis- 
during the two-day 


note 


\GE 
other 
ing figures 
conference 
Advertising 
from at least 
will attend 
The speakers include Clyde Be- 


women 
states 


and 
southern 


men 
Six 


dell, advertising consultant, Park 
Ridge, Il.; Budd Gore, advertis- 
ing manager, Marshall Field & 
Co., Chicago; Frederic Schneller 
v.p, D'Arcy Advertising, St. Louis; 
Carl J. Nelson, director, Publica- 
’ s tion Research Service, Chicago; 
William Baring-Gould, circulation 
5 promotion manage! Life New 
ps York, and William S. Sadler Jr., 
tee senior partner, Sadler & Asso- 
i e ‘9 ciates, Chicage 
5a Also, Charlotte Montgomery of 
COUPONS in ; 
|] ‘ 
’ 


EXTENSION 


’ 
J 
’ 
’ 
J 
’ 
s 
’ 
’ 


These are coupons which mean 
thousands of dollars in SALES. 
Coupons must produce results in 
EXTENSION and they do... or 
else advertisers would not return 
month after month with consist- 
ent: sehedules selling 
vetting RESULTS: 


2 Below are typical comments of 


; EXTENSION advertisers: 
: “We have been in every issue of EXTEN 
4 SION since September, 194 We key every 
} we run and have definite results on every 


magazine in which ulvertise. Our percent 
of EXTENSION advertising is 
rawtord 


s 


rwer than the average Crau 

Youll be ¢ \ that a page we ran 
n a preChristm we of EXTENSION 
brought us orders at less than 27e¢ each a 
1 by 


pplement.”” 


wer perinmquiry rate than produce any 


» her maga 


Robert Aain & 


ine of hewspaper » 


WRITE TODAY for a. 


tory of EXTENSION’. coverage, it< ree 

+ influence, its advertisers and their sur 
esses. Learn how vou can effectively use the 
vl pages of this outstanding Cathol Peri 


odieal for a comparatively small expenditure 


} < 

CIRCULATION 576,000 A.B.C. 
H. J. BLAKELY, Adv. Mngr. 
1307 S. Wabash Ave., Chicago 5, Ill. 


Tide, New York; Roy W. Tillotson, 
art director and manager of art 
and design, Union Carbide & Car- 
bon Corp., New York; David F. 
Beard, general director of adver- 
tising, Reynolds Metals Co., 
Louisville; J. L. Brakefield, di- 
rector of public relations, Liberty 
National Insurance Co., Birming- 
ham; Claude Grizzard Jr., man- 
aging partner, Grizzard Advertis- 
ing, Atlanta; Robert D. Swezey, 


Smart 
Scot” 


executive v.p., WDSU Broadcast-|tising Assn.’s “Best of Industry 
ing Corp., New Orleans; Carroll J. | display 
Swan, associate managing editor, The institute is designed 


Printers’ Ink, New York; Dene 
Hitt, advertising manager, South- 
ern Dairies Inc., Washington; and 
Eugene W. O’Brien, managing di- 
rector, Southern Power & Industry, 
Atlanta. 


create, service and sell advertis 


to 
bring new ideas and information 
to advertising men and women 
in the Southeast. Invitations have 
been extended to all who plan, 


ing, and to those who pay the 


advertising bills. More than 200 


® Held in conjunction with the 
institute will be the annual ex- 
hibit of the Atlanta Art Directors 
Club and the Direct Mail Adver- 


persons 
last year 
The institute planning commit 


attended the conference 


| 
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Joel, professor of advertising, Em- 
ory University 


Emmett Adds Hotel Account 

The Eugene Hotel, Eugene, Ore., 
has appointed James Emmett Ad- 
vertising, Portland, Ore.. to direct 
its advertising. 


Gundell Elected a V. P. 


Glenn Gundell, director of ad- 


| vertising and sales promotion for 
. ‘ National 
tee for 1952 is headed by Richard! New York, has been elected a v.p 


Dairy Products Corp., 


His by-line reads James Reston. Everybody calis him Scotty. One 


newspaperman calls him “the greatest American reporter today.” 


Another calls him “one of the outstanding newspapermen of his 


4 


veneration. 


Time Magazine, chary, acknowledges that this 


“smart Scot” is “rated tops in his field.” His field is the world. 


He is diplomatic correspondent of The New York Times. 


Scotty Reston comes by his nickname honestly. He was born 
on the banks of the Clyde. But by the time he got his 


degree from the University of Illinois, in 1932, he was so 


thoroughly Americanized that next year he was press agenting 


the Cincinnati Reds. That year they finished last. 


From baggy pants and spiked shoes to top hats and striped pants 


is a long jump. Scotty Reston made it in a series of hops. 


In 1934, he covered sports for The Associated Press in New York 
did a New York column. In 1937, the AP sent him to London. 
There he “covered sports in the summer, the Foreign Office 


in the winter.” 


Scotty Reston joined The New York Times staff in London in 


1939, spending his time variously there and in Washington. 


readers. His superior coverage of the Dumbarton Oaks 


In 1945, back in Washington, he was named national correspondent 
of The Times, later diplomatic correspondent. His enterprise 


and ingenuity as a reporter score many an exclusive for Times 


Security Conference won the 1944 Pulitzer Prize, American 
journalism’s highest honor. His informed, interpretive reporting 


of foreign news has twice won the Overseas Press Club award. 


Baseball taught Scotty Reston one important thing. A player is 


only as good as his team. On The Times, Scotty plays with a 


championship team. It includes many men and women who, 


like him, are experts and authorities in their fields. They team up 


to produce each day a newspaper that is alert, vigorous, 


interesting, different from any other. It has the largest staff. 


It publishes the most news. 


* It’s a simple truth that when readers get more out of 


a newspaper, advertisers get more, too. That’s why The New York 


Times has been the leading advertising medium in the world’s 


leading market for 33 consecutive years. There’s a lot in the story 


of The Times today you ought to know. When may we tell you? 


am | Ehe New York Gimes. 


| MOBEUIYT Policome 8-4 Tet 
AN BRIDCs © 
pare 


—_ 


one of a series about the people who make The New York Times “America’s most distinguished newspaper” 


UTE cry »” 


man Phot. 
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the all-electronic, color receiver 
today uses the RCA tube, the CBS 
| system can use any type of color 
tube yet conceived, incluiling the 
so-called ‘Lawrence’ tube.” The set 
was surrounded by others using 
the CBS’ spinning disk. 


CBS Demonstrates 
RCA Tri-Color Tube 


Columbia Broadcasting System 
has demonstrated a color TV re- 
ceiver using Radio Corp. of Amer- 
ica’s all-electronic tube. The set, 
the first such shown by Columbia, 
was on display at the annual In- 
stitute of Radio Engineers con- 
vention in New York. 

Adrian Murphy, president of 


Bascome Joins Pendray & Co. 


W. Radford Bascome Jr., for- 
merly with John Orr Young & As- 
CBS Laboratories division, said | sociates, New York public rela- 
the demonstration was held to/tions organization, has joined 
show the “complete flexibility of! Pendray & Co., New York public 
the CBS color TV system. Although relations service. 


| Bell & Gossett Names Rep 


E. H. Barbour Co., Cambridge, re) 
Mass., has been appointed sales Campaign pens 
representative for industrial prod- 
ucts of Bell & Gossett Co., Mor- Cuicaco, March 12—Plastic Co. 
ton Grove, Ill., in New England, of America has launched a mar- 
exclusive of eastern Massachusetts \et-by-market promotion for Plas- 


ee Connecticut. tica, a quick-drying finish for 


home use. 
| loi P , 
- ng hs pe <a Lazare Pierce, president of the 
| aineae of WHAS and WHAS-TV. | company, said every major market 
| Louisville has joined Bozell & Ja~| im the nation will be covered. The 
cobs, New York. as radio-TV di- Product has been available :or the 
rector. past explained, but 


‘Plastica Finish 


agecade, he 


19 
sales results are spotty 


'@ A typical area campaign is the 
{one which broke in Birmingham, 
| Ala., today. A five-column ad list- 
ing all local Plastica dealers ran 
in the Birmingham News. This will 
be followed in the next few weeks 
by alternate 600-line and 400-line 
ads, some of which will carry 
dealer names. The newspaper drive 
will be implemented by TV and 
radio spot announcements 

Futterman-Gerber, Chicago, 
the agency. 


is 


Mrs. Stahlman Dies in Crash 

Mrs. James G. Stahlman, wife 
of the publisher of the Nashville 
Banner, died in a head-on auto 
| collision near Chapel Hill} N. C., 
on March 7. Two others, Mrs 
Stahlman’s maid and an occupant 
of the other car, were killed in the 
same accident. 


Kelly, Zahrndt & Kelly Moves 

Kelly, Zahrndt & Kelly, St. Louis 
agency, has moved to 2343 Hamp- 
ton Ave. 


Another advantage IEN render 
to its advertisers is to place eve 

advertisement next to editorial 
text on the same page. 


‘A” is a top operating manager] 
‘B” is a purchasing agent. “C” is 
jan engineer. Of all the men in 
\industry, from foreman to presi- 
dent, these, three are most im- 
|portant in the selecting of prod- 
ucts, the specifying of products, 
the purchase of products. And 
‘these three head the list of those 
who ask for and receive IEN every 
j}month. In fact, 94.6% of IEN 
circulation goes to men with these 
\three functions! 


| 
| 
| 
} 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N. Y. 


REPRESENTATIVES—ATLANTA - BOSTON 
CHICAGO CLEVELAND DETROIT 
INDIANAPOLIS LOS ANGELES 
PHILADELPHIA PITTSBURGH 
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The CHALLENGE is ROUGH, FAST and RESTLESS. 


Pe aE ere re ee 


When will you move? Where will it count most? 


To meet VARIANCE | 
in Profit Areas ; 
in Distribution 

= in Climatic Conditions | 
: | in Local or Regional Preference 

of in Distributor Needs 

i PICTORIAL REVIEW 


q IS THE LARGEST SPLIT RUN MEDIUM IN AMERICA 


Make your move in any of its Ten Markets—Test it wherever and whenever you like 


BOSTON: NEW YORK - BALTIMORE Sa pee 
PITTSBURGH ° DETROIT - MILWAUKEE ee a 
CHICAGO * SEATTLE * LOS ANGELES Pictorial eview 
eerie DISTRIBUTED WITH THE SUNDAY ISSUES . 
| ¥ , OF HEARST NEWSPAP 
Vv, Buy one city — THESE TEN MARK 
some or all 
i the choice is yours 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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This Week in Washington... 


Materials Shortages Far from Over 


By STANLEY COHEN 
Washington Editor 
WASHINGTON, March 
get the that the 
materials shortages is over 
they rock 
most goods 


13—Don't 
period of 
Though 
bottom, 
industries 


idea 


have passed 
consumer 


INEXPENSIVE & DURABLE 
tt Loose-Leaf COVERS 


FREE—Send tor semple cover ond price list 
LOUIS FREY SALES ORGANIZATION 
Branford Pi., Newark 2, N. J. 


face a struggle for survival for a 

good many months to come. 
Windfall allotments of extra} 

steel, copper and aluminum now | 


being passed out permit only a| Thanks in part to the much ma- 
fractional improvement in total] ligned International Materials 
output. Many companies can’t use| Conference, international inven- 
the steel at all, unless they also| tory speculation in metals is stop- 
get additional copper. Yet the| ping. Supplies of zinc and lead 
“windfall” of copper is less than | offered to U. S. importers at rea- 
1% of total usage, and the windfall| sonable prices increased almost 
of aluminum only 4% overnight, permitting NPA to all 


Government officials are resist- 
ing any suggestions that controls 
should be scrapped. They say cur-| 
rent “softness” developed only be-| 
cause the usage of these materials 
is stringently controlled. Consumer 
goods, for example, operate with 
about half the steel, a fourth the 
aluminum and less than a third of 
the copper they had in 1950 

While supplies of materials will 


be increasing through the remain- 
der of 1952, government people in- 
sist elimination of controls at this 
time would result in the same kind 
of chaos that invited controls in 
the first place. 
* . e 

The most encouraging business 
news so far this year is the return 
of stability to the metals markets. 


but suspend usage restrictions on 
these materials. Rubber dropped to 
the point where the government | 


returned rubber importing to pri-| 


vate hands, And the world outlook | 
for tin and copper has improved 
greatly. 
e aa . 
Automobile dealers and automo- 
bile manufacturers are telling con- 
flicting stories to government of- 


ficials. According to manufactur- 


ers, reduced production rates are of several million dollars,” 


leading to another black market in 


cars. Manufacturers insist sales are during 


brisk, that the market requires at 


| least 5,000,000 cars yearly for the 


next five years. 

But dealers are saying that cars 
are hard to sell. Under present 
credit restrictions, they point out, 
“low-price” cars like Fords and 
Plymouths require payments in 
the neighborhood of $100 monthly. 
They think Congress should force 
the Federal Reserve Board to loos- 
en up on installment terms. 

Manufacturers have little sym- 
pathy for the dealers. “Dealers 
have forgotten how to sell,” they 
say. 

3 oa . 

Rep. Albert Thomas (D., Tezx.), 
chairman of the House appropria- 
tions subcommittee handling the 
Federal Communications Commis- 
sion budget, has dusted off the 
suggestion that FCC charge for the 
licenses it issues. “The figures will 
show that some of the stations cost 
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$5,000 to $10,000 and have a value 


he told 
former FCC Chairman Wayne Coy 
recent hearings. “Why 


shouldn’t they pay a fee for the 
policing work you are doing, which 
rebounds to the use and benefit not 
only of the public but of the com- 
mercial concerns?” 

Mr. Coy said FCC is opposed to 
the idea. 

“We think the public gets its 
money's worth out of these stations 
in the way it is handled,” he re- 
plied. “To ask the stations to pay 
would serve no purpose at all.” 

He had another thought: The fee 
probably wouldn’t mean much of 
a net gain for the government. 

“These people are paying a con- 
siderable amount of taxes at the 
present time,” he argued. “It is 
doubtful that there would be a 
net gain to the Treasury by putting 
a fee on these people where it is 
a deductible tax item.” 

The exchange was contained in 
appropriations testimony heard by 
Congress Tuesday 

os o 7 

The Budget Bureau has come up 
with an estimate showing that the 
government will spend $17,134,390 
in salaries to public relations and 
publicity people in 1952. This ac- 
counts for 2,626 fulltime employes 
and an additional 1,007 part time 
It is a very low estimate compared 
with earlier statements bv the 
Hoover Commission and members 
of Congress. 

The explanation of course is that 
the number of government “pub- 
licity” people varies by definition 
In establishing its figure, the 
Budget Bureau charged to “pub- 
licity” all personnel engaged in 
press contact work or in the prepa- 
ration and dissemination of radio 
and TV programs, films, exhibits 
and advertising (other than ads 
related to buying and selling gov- 
ernment property). It screened out 
employes who produce publications 
“required by law,” such as annual 
reports and farmers’ bulletins, also 


such activities as the State De- 
partment’s overseas propaganda 
organization. 


More than 1,500 of the 2,626 full- 
time publicity people are in the 
Defense Department. Another 411 
gre in the Economic Stabilization 
Agency and 209 (including 200 
overseas) are in the Mutual Se- 
curity Agency. 

The Post Office Department re- 
ports 1.4 publicity people—al! part- 
time. 

* aw - 

The Budget Bureau also reports 
that the government will spend 
$35,728,334 in 1952 for salaries for 
statistical work. It finds 8,068 full- 
time employes engaged in statistics 
Over 
half of the statistical workers are 
in the Department of Commerce— 
mostly in the Census Bureau. Other 
“concentrations” are in the Bureau 
of Labor Statistics (952 fulltime 
428 parttime), Production and 
Marketing Administration (404). 
Social Security Administration 
(351), the Bureau of Internal Rev- 
enue (334), Public Health Service 
(206) and the Federal Trade Com- 
mission (74) 


Mackay Retires from Agency 

Wallace V. Mackay, founder of 
the agency Wallace Mackay Co.. 
Seattle, has retired because of ill 
health. He has turned the agency 
over to three associates, who have 
become general partners. They 
are: Wallace J. Mackay, his son; 
Gerald A. Hoeck, and Marlowe 
Hartung. The senior Mackay will 
serve as a consultant. 


Named by Texas Stations 


Ed Holmes, one of the owners 
of KFLD, Floydada, Tex., has 
been appointed general manager 


of Texas Plains Stations, a re- 
cently formed three-station sales 
group. Other members of the 
group, in addition to KFLD, are 


KPAN, Hereford. and KVMC, Col- 
orado City 
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ae tie futures 
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NEWSPAPERS aoe 


Midwest 


4 GENERAL 
FARM PAPERS 


RADIO 


Biggest Advertising Gains Scored 
By Midwest Unit Farm Papers 
Serving Richest Farm Market S 


Advertising linage gains of the five Mid- 
west Unit Farm Papers in 1951 exceefled 
those of any other general category of @on- 
sumer advertising media except televigion 
—up 10 per cent as compared with a logs of & 
3.3 per cent for the four general farm pub li- & 
cations. 2 


Reasons for this continuing trend | fare aes | 
that in the Midwest states: 7 


@ Farm incomes are more than double ithe 
national average. 


@ Farmers are your local dealers’ best * 
tomers. ; 


@ Rural population predominates, and f 
t ; 


@ 1,282,060, or 8 out of 9 farm families depend 
upon their Midwest Unit Farm Paper asthe 
chief source of information of all ne 


SELL WHERE GOOD TIMES ARE BEST | 


“ 


Go Midwest” is good advice for any ad¥er- 
tiser with products and services needed in 
modern farm and home operation. It’s the 
market where good times are best and selling “4 
is a one-package proposition through the Mid 
west Farm Paper Unit. . . one order, one plate 
at a substantial saving in rates. 


pues Boat me. 


MIDWEST tn Papo UNIT 


RICHEST FARM MARKET IN THE WORLD 


OFFICES OF MIDWEST KEPRESENTATIVES AT 
250 Park Avenurc, New York 59° Last Madison Street, Chicago 
Russ Building, San Francisco 1324 Wilshure Blvd , Los Angcies 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 
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Tracy-Locke Adds 3 to Staff 


Tracy-Locke, Dallas agency, has 


added three members to the staff 

MAORE ELKS of its Houston branch. Wallace 
eee Brown, formerly sales promotion 

manager of Duncan Coffee Co., has 

mQo9o been appointed merchandising 

ON, manager. Jack Helm, who has been 

NG) in the Dallas office, has been 

MORE READERS iG transferred to Houston as general 
eee coordinator of production, copy 

and all media. Nancy Boyd has 
been named a member of the pub- 


a lic relations department. 
0 ha 
~ 


ARF Appoints Three 


Edward Battey, v.p. and direc- 
tor of research for Compton Ad- 


MORE BUYERS... 
vertising, New York, Lyndon O. 


In 1942 The Elks Magazine had Brown, v.p. and director of media, 
: merchandising and research for 

499,085 subscribers. Dancer-Fitzgerald-Sample, New 
York, and G. Maxwell Ule, v.p. 
i and director of research for Ken- 
g ae 4 doubled . . . a growth 85% faster yon & Eckhardt, New York, have 
i than U.S population been appointed to the technical 


—a of the Advertising Re- 
an search Foundation. 
MORE! And one million-plus Elks buy 
bad more than most readers because WBIG to Carry Ball Games 

their incomes are double the WBIG, Philadelphia, will air 206 

; ; games of the Athletics and the 
national median. Phillies during the 1952 season. 
F Games include all those played at 
‘ Shibe Park, as well as far-away 
games which do not conflict with 
those at home. However, fans will 
be able to follow both home and 
road games on one station, since 
highlights of out-of-town games 
will be given at the same time as 
local games are being aired. 


WAAM Rules on Politics 
' Ken Carter, general manager of 
4 WAAM, Baltimore, has announced 
that political telecasts, set for 
simultaneous coverage on all three 


Today that audience has more than 


, - r rh 
MAGAZINE cepted by WAAM. He suid. this 


New York + Chicago * Detroit - Los Angeles rule was made because of com- 


plaints resulting from this practice | 
,in the past. 
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~ THIS RICH MARI 


Radio delivers MORE sets-in-use in the South 
Bend market than before TV! ... Hooper Ser- Z i 
= : veys for Oct.-Nov. 1951 compared with Oct.- = , 


yw 


Nov. 1945 prove it. Morning up 6.8, afternoon 


up 8.0 and evening up 4.4. Television is still = 
insignificant here because no consistently sat- : 


= isfactory TV signal reaches South Bend. Don’t yy = 
= sell this rich market short. Wrap it up with 


WSBT radio. S 
= 


30 Years on the Air 


SOUTH BEND 


"” S000 WATTS + 960 KC + CBS 


' 
wt 


PaAaUt H. RAYMER COMPANY ° NATIONAL REPRESENTATIVE 
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Getting Personal 


Clevelanders Stanley Seward (D’Arcy Advertising v.p.) and Mrs. 
Seward left winter at home and flew to Honolulu for a vacation... 
William Kostka, executive v.p. of MacGruder-Bakewell-Kostka, 
Denver agency, has announced his candidacy for the office of mayor 
of Littleton, Denver suburb. The election comes up next month ... 

Robert Ross, account exec of Olian Advertising Co., Chicago, 
has just given up a civic-duty job, one of the toughest he’s ever 
handled. That has been the editorship of the Park Forest Reporter. 
Park Forest, which lies about 35 miles south of the Loop, was mere 
farmland four years ago. Now it has nearly 4,000 families, and no 
less than 95% are paid Reporter subscribers. With scores of social, 
political and other groups active in the suburb, and the developer 
often at odds with many of the groups, editing the paper has been 
no easy task. However, Ross said he’d take it for six months only. 
The six months are up. He’s quit. 

A new syndicated feature signed up by 15 newspapers is the 
creation of Peg Bracken, copywriter, and Homer Groening, artist, 
of the Portland, Ore., office of Botsford, Constantine & Gardner. 
It’s called “Pheebie, know your Man!” The illustrator, now back 
in the Air Force, sends his cartoons from his base in Honolulu... 

Paul Fulton, the Chicago Tribune’s manager of retail advertis- 
ing, and Mrs. Fulton, who are having a month’s holiday in Boca 
Raton and Hollywood, Fla., will return March 24. . .John Magro, v.p. 
of Ruthrauff & Ryan, Cincinnati office, was one of the purchasers 
of the candle division of Emery Industries. The new corporation, 
Candle-Lite Inc., will manufacture, promote and sell Emery candles 
under the Emery trademark. . . 


REWARD—Ookleigh R. French, right, presents watches to artists Otto J. Reuter, 
left, and F. H. Turpin, who joined Oakleigh R. French & Associates soon after the 
St. Lovis agency was formed 20 years ago. 


Added to the list of directorships held by Walter D. Fuller, Curtis 
Publishing Co. chairman, is a new one on the board of the Dicta- 
phone Corp.. .Clayton Sanders, Peoples Drug Stores’ ad manager, 
is public relations chairman of the Cancer Crusade in the District 
of Columbia.. .Craig Maudsley, head of the Seattle agency, Craig 
Maudsley Advertising, has been appointed chairman of the special 
payrolls division of the Seattle-King County Red Cross chapter’s 
1952 fund-raising campaign... 

S. Wyman Rolph, president of Electric Storage Battery Co., Phila- 
delphia, is the new president of The Franklin Institute in the 
Quaker City... 

April 6 has been set for the marriage of Joseph R. Knowland, 
publisher of the Oakland Tribune, to Clarice E. Cook, a high school 
teacher in Stockton, Cal.. . 

When Fairfax Cone (FC&B president) went to Memphis a couple 
of weeks ago to speak before the adclub, enterprising Tom O’Ryan, 
who heads his own transit ad company, installed some bus cards 
saying, Farrrax Cone...WeLcoME To Mempuis. Adclub President 
Mel Grinspan reported at the dinner that a small boy had actually 
asked a druggist for a “Fairfax” cone and had taken the druggist 
out to the street to prove the product was being advertised on 
buses. . . 

From the viewpoint of Hollywood’s unmarried secretaries, David 
Vande Walker, business manager of the Young & Rubicam office 
there, is a most desirable boss. Three secretaries in as many years 
have become engaged while working for him. .. 

Fritz Crawford, veteran Chicago magazine representative who 
retired a few months ago, is going to make his home in Carmel, 
Cal. He was given an honorary life membership in the Western 
Advertising Golfers Assn. at its midwinter dinner Feb. 29. Fritz 
was formerly president of the association. . . 

F. A. Seiberling, 92-year-old dean of the rubber industry, who has 
stayed close to his Akron home for the past two years, is enjoying 
Florida sunshine these days. Founder of Seiberling Rubber Co. and 
Goodyear, he retired as Seiberling board chairman in 1950. . . 

March 8 was the 95th birthday of William A. Wieboldt, founder 
of the Wieboldt Stores in Chicago. He celebrated the day at a 
small party at the home of his son, Werner A. Wieboldt, present 
head of the company... 

An award went to Gordon McLendon, president of Liberty Broad- 
easting System, when Disabled American Veterans gave him the 
DAV bronze plaque for “his outstanding assistance to the nation’s 
wartime disabled veterans.” The award was presented during a 
coast-to-coast LBS broadcast March 9... 

Mr. and Mrs. W. Craig Chambers (he heads the Pittsburgh agen- 
cy of that name) are on a Bermuda cruise...The Pat Weavers 
(Sylvester L., NBC’s v-.p. in charge of television) have been having 
their annual ski work-out at Sun Valley...and Stanley M. Huestis, 
Detroit manager of McGraw-Hill International, sailed, with Mrs. 
Huestis, for South America not long ago... 

Donald W. Thornburgh, president of the WCAU stations, is serv- 
ing as general chairman for the 1952 Easter Seal campaign in 
Philadelphia. . . 
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Whether it's wearing apparel Gi ... new products for the home FAIRE } ... Or new ideas, 2S wae 
Holiday readers eagerly seek out new things which can make living a fuller and more pleasur- i 
able experience. They're the style-setters and social pace-setters. They're the people in every 


community who not only buy new products and new ideas, but influence others to do the same. 


HOLIDAY— means pleasure and pleasure means business ! 
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NBP Asks Members 
to Support New Ad 
Research Institute 


Wasnincton, March 11—Nation- 
al Business Publications has an- 
nounced that its members are be- 
ing asked to give full support to 
the Industrial Advertising Re- 
search Institute. The institute was 
set up by the National Industrial 
Advertisers Assn. to stimulate re- 
search in the industrial advertising 
field 

Directors of the organization en- 
dersed the proposal of the insti- 
tute “to search out and study those 
elements that are most needed to 
make industrial advertising more 
effective.” 

NBP instructed its headquarters 
staff to advise all association mem- 
bers concerning the new research 
activity, “with the suggestion that 
all NBP members extend their co- 
operation and support to the best 
of their ability.” 

(Publishers are being asked to 


| 
than twice as many 


subscribers per 
ad dollar than 
10 years ago? 


With a 7-fold increase in cir- 
Gulation since 1941 (today: | 
More than 211,000 subscrib- 
@rs) and a cost-per-thousand 
subscribers reduction of 61%, 
The Wall Street Journal en- 
ables you to buy more than 
twice as much coverage per $1 
as 10 years ago. 

Not only can no other busi- 
ness publication match this 
record of advertising economy 
—it would be pretty hard to 
equal that record in any other 
field as well! 

The Journal can do an effec- 
tive job for any size appropria- 
tion. If you need to do a big 
job on a budget that just won't 
stretch . investigate The 
Wall Street Journal right now. 
Call or write 


12 E. Grand Ave. 


contribute to the support of the 
research program on a sliding 
scale which is geared to the size 
of the publication.) 

NBP also announced that Pa- 
per Mill News, published by 
L. D. Post Inc., New York, is its 
newest member. Paper Mill News 
is an ABC news magazine of the 
| paper and pulp industry. 


| Hoffman Signs News Show 
Hoffman Radio Corp., Los An- 


the News” twice weekly over 10 
stations of the ABC Pacific Coast 
Radio Network. The ten-minute 
newscasts will be aired Tuesdays 
and Thursdays, 7:30 a.m., starting 
March 11. Foote, Cone & Belding 
is the agency. 


Lewis Joins Campbell-Ewald 


Bertram D. Lewis, formerly 
copywriter and contact man for J. 


| Walter Thompson Co., Detroit, has 


been appointed to the copy de- 
partment in the Detroit office of 


geles, has signed “Bob Garred and Campbell-Ewald. 


KNXT Appoints Two 


KNXT, Hollywood CBS-owned 
station, has appointed Robert 
Wood, formerly with KTTV, Los 
Angeles, an account executive, and 
James F. Hoffman, formerly with 
the advertising staff of the Los 
Angeles Mirror, has been named 
national advertising representative 
in Los Angeles. 


Union Gas Promotes Heaters 
Union Gas Co. of Canada, Chat- 

ham, Ont., is promoting automatic 

gas water heaters in western and 
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southwestern Ontario. McKim Ad- 
vertising, Toronto, is placing 600- 
line copy in daily and weekly 
newspapers. The copy stresses that 
natural gas provides hot water 
faster than any other fuel, which 
insures a constant supply of hot 
water. 


Fendell Joins Packard 

Neal K. Fendell, formerly with 
Ford Motor Co.’s employe publica- 
tion, “Rouge News,” has been ap- 
pointed coordinator of public rela- 
tions for Packard Motor Co., De- 
troit. 


| . 
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Lincoln-Mercury Realigns 
Its Sales Staff Functions 

The Lincoln-Mercury division of 
Ford Motor Co., Detroit, has 
formed three new sales depart- 
ments—Mercury sales, Lincoln 
sales and sales training. All staff 
departments of the general sales 
office have been divided into two 
working groups—product sales and 
services and product promotion 
and distribution. 

In line with the change, Robert 
R. Nadal has been promoted from 


Motor Co.’s sales and advertising 
staff to manager of product sales 
and services, and A. H. Crowley, 
assistant general sales manager of 
the Lincoln-Mercury division, has 
been advanced to manager of prod- 
uct promotion and distribution. 


‘Washington Post’ Boosts 3 

The Washington Post has ex- 
panded its promotion department. 
As part of the expansion, three 
appointments have been made. 
Morton E. Grossman, assistant pro- 


has been advanced to advertising 
promotion manager. Max P. Mili- 
ans has been promoted to circula- 
tion and news promotion manager. 
George E. Wilt, who has been with 
the promotion and art departments 
for the past 10 years, has been ap- 
pointed promotion art director. 


California Admen Meet 

The Southern California Adver- 
tising Agencies Assn. will hold 
its 2nd annual conference at the 
Biltmore Hotel in Santa Barbara, 


Trade-In Guide Issued 

The 1952 edition of the National | 
Appliance Trade-In Guide has} 
been published. Over 9,000 models | 
of 78 manufacturers of appliances 
are represented. The 200-page 
guide can be purchased for $5 
from National Appliance Trade-In 
Guide Co., 2132 Fordem Ave., 
Madison 4, Wis. 


Bold Baking to Hill Co. 


Bold Baking Co., Pittsburgh, has 
appointed Albert P. Hill Co., Pitts- 


sales assistant on -Ford motion manager for the past year, Cal., April 25-26. 


burgh, to handle its advertising. 


NO...But It Brings a Pretty Price 
to PENNSYLVANIA FARMERS! 


Pennsylvania farmers don’t have to look at this with an artistic eye to see the 
beauty of it—/for profits! 


For sheep are important stock in trade on Pennsylvania farms. Yes, these 
are enlarged wool fibers. But wool is just one of a long list of farm products 
you'll find here—just another of the many and varied sources of income these 
farm folks have. 


It’s this diversified farming that sets Pennsylvania apart from most other 
farm states... and that gives it steady, high farm income right around the 
year. That's why these better off farm families are better, steadier customers 
for you. 


Your best and most direct way of selling in this upper third farm state is 
through the one publication that serves its full interests: PENNSYLVANIA 
FARMER. It delivers 4 out of 5 of all Pennsylvania farm people twice every 
month. For the full story, write T1013 Rockwell Ave., Cleveland 14, Ohio. 


Harrisburg 
Two other states that have a steadiness of income like Pennsylvania 


are Michigan and Ohio—served by MICHIGAN FARMER and THE 
OHIO FARMER. 


The Ohio Farmer, Cleveland 


Michigan Farmer, East Lansing 
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Are you so busy counting 
pennies that you miss g 
ting true value for | 
dollars? Under today's coffe 
ditions we are all concern 
with costs but when y 
buy engravings or electr 
typing by price alone, you 
must sacrifice something 
quality or servic 
Actually whether you u 
Pontiac's six service ind 
vidually or collectively you 
get personal attention from 
a group of men, each of 
whom is a specialist in his 
field. And Pontiac's 40 years 
of experience assures you 
of top quality and true 
value for your money. 
You owe it to yourself to 
investigate our remarkable 
facilities —call or write. 
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812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 
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You’re seated across the desk from a busy executive . . . 
You're selling with all the stops pulled out... 
Suddenly... up goes his eyebrow, the “S” curve of selling. 
Slow down, partner... 

What did you say? What didn’t you say? | 


How do you talk yourself out of this one? 
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Every smart salesman loves to talk about the toughest sale he ever made. 


But his boss will tell you he’d rather have an easy sale any day. They come faster. 
They « cost less. And there are lots more of them. 


"ten 


TtAay, 


ever sees the prospect. “And more ~and: more in the mass business market, they are 
made by keeping thousands of executive eyebr s in place on the faces of men 
your salesmen may never see. 


How is this done? By mass advertising impression. 


Let’s face it. The little bit of circulation that was never Yealistialy big enough 
years ago to really dent the mass business market is relatively littler than that today. 
“In just ‘the past five/years business has, grown mightily . . . from a $300 billion 


_ ye to $5 . yet o e general business magazine has run along- 
si hwit 


t etti yreath. 
wane : ' 
That magazines Nation's, Business which crossed the 500,000 net paid mark in 
1946 and t ha’crossed the 800,000. And we raised the price to the subscriber 
om $12 to $ (for three years, none less) while we were doing it! 


_ LOY ‘ No other business medium gives you so much. 
Z 7 ~ wZ f “f 
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But this is lots less significant than what. you can do with this kind of mass circula- i 
tion. Expose a black and white advertising page to it for 12 issues and you will have 
put not less than 9,600,000 adverusing pages in front of businessmen. Even the ; 


largest newsweekly can’t touch that impression power in the undiluted business 
market. jo 


* ad 


Man alive! Think wha 9'600,000 advertising impressions in the mass business 
j market can do for yougaind yours! Write for your copy of “How to Sell More Execu- 
. tives for Less Money" . Nation’s Business, Washington 6, D. C. 
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mass coverage of business management 


its isrsce: Nak 
“Ey... 


Money 3 re all Oy 
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NATION'S BUSINESS 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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York, has prepared a 12-page, two- 
color booklet called “Wholesaling 
as a Career,” which will be dis- 
tributed to colleges as part of its! 
employe recruitment program. 


Lamson Appoints Brown 
Angus M. Brown has been ap- 
pointed manager of commercial 
sales for Lamson Corp., Syracuse, 
= A } 
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Quality 
CIRCULATION BUILDERS 


for leading 


Magazine Publishers 


Advertising Is Cri 


oe etn ew POOY Products Often to Blame When 


ticized: Halpern 


New York, March oan right no amount of advertising can 


tiser” is often valid, but “much of | 
the blame that is laid at the door 
of advertising should be leveled 
at the product itself.” 


|of the “wastefulness of the adver-| make it right. 


“The industrial graveyard is full 
of products lacking in originality 
that have tried to live on only 
through the power of advertising. 


That's the opinion of Simon A.| Many a manufacturer of a highly 
Halpern, president of the Pres-A- | competitive product that laeks an 


Lite Corp. and 


ecutive with Lord 
& Thomas, L. H. 
Hartman Co. and 
William H. Wein- 
traub. 

“Any product 


advantage in price or feature often 


formerly copyex-| calls upon advertising to produce 


a miracle. It just cannot be done. 
You have seen what happened to 
Hadacol, and if you look far enough 
you can find hundreds of other 
examples.” 

Mr. Halpern said that when a 


|read history correctly. You will 
often hear him mouth the false- 
hood that Hitler stuffed the big lie 
into the minds of millions of Ger- 
mans and made them believe it. 
You know what happened. 


® “The big lie, whether in politics 
or advertising, can live only when 
it is isolated from the light of 
truth. Hitler’s people had no way 
of finding out the truth until it 
was too late. 


product sometimes succeed for a 
short time—but only when there 
is no basis for comparison. In our 
competitive society, with thou- 
sands of products competing for a 
slice of the dollar, the products 
that survive are those that stand 
up and deliver. 


“Exaggerated claims about a} 


Advertising Age, March 17, 1952 


be there. Not merely a claim but 
a fact that is believed.” 


® In this connection, Mr. Halpern 
cited the cigaret business. “Notice 
how each brand tries to compete 
for public favor by outshouting the 
others with the same claims. And 
yet, notice the steady upward sales 
climb of Pall Mall. 

“The answer is simply this: Pall 
|Mall offers a longer cigaret. A 
| noticeable superiority that is in- 
terpreted and believed to produce 
a milder, cooler smoke—because it 
enables the smoke to travel fur- 
ther. Pall Mall also has the ad- 
vantage of a package that seems 
more than competing king-size 
| brands. And a name that suggests 
| quality.” 

Mr. Halpern also cited the Gor- 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, N.Y. 19 * CO 5-8088 


“Over # Quarter Century 
of Dependable Service” 


that can sell 
without advertis- 
ing can profit by 
advertising,” he 


Simon Halpern 


told the Assn. of| 
Advertising Men| bitten by the bug of the big lie,” 
| last week. “If the product is not | he said. “Unfortunately, he hasn’t 


product lacks what it takes for 


“I think the smart manufacturer | 40n’s gin campaign, “which I had 


success, the advertising can only|and advertiser will see to it that|the pleasure of developing.” He 

shriek claims instead of presenting| his product has outstanding merit.| S#id his agency entered the scene 

facts. If he cannot improve the quality, @t a time when most people re- 
“Many a manufacturer has been| he may offer superiority in pack-| 84™ded all gins as being alike. 


aging, in service, or an advantage | 
in price. But the superiority must|® “However,” he continued, “I 


noticed very quickly that Gordon's 


Why do business with Reilly ? 


Why? Well. take our top research engineer, 
here testing new electrotype machinery. He's one 
good reason for doing business with Reilly. Already 
he’s spent 18 years solving mechanical problems 
and improving our manufacturing methods. 


His department is manned by machinists who can 
engineer and build the most complex and advanced 
electrotype equipment. They're part of a super- 
team of electrotypers, engravers, pressmen and 
chemists who develop new machinery as well as 
modernize present equipment. 

This man is just one of many specialists located in 
Reilly plants nationwide — ready to give swift, ex- 
pert service, wherever you are... whatever your 
problem. 


These men have contributed much to Reilly's 


centrifugally cast plate with patented makeready — 
today’s most precision-perfect plate for rotary print- 
ing. They form the backbone of the world’s largest 
electrotype company —a company with the tech- 
nique, personnel, and progressive thinking to 
guarantee you the finest electrotype reproduction 


possible. 


r 


Wherever You Are, There's Aiways 
a REILLY PLANT Ready To Serve You! 


New York, Reilly Electrotype Division 

San Francisco, American Electrotype Division 
Indianapolis, Advance-Independent Electrotype Division 
Chicago, Lake Shore Electrotype Division 

Detroit, Michigan Electrotype & Stereotype Division 
New Haven, New Haven Electrotype Division 

Los Angeles, Reilly Plastictype Division 


i y, 


high-quality reputation —have been largely respon- 
sible for such pioneering Reilly achievements as a 


Division of Electrographic Corporation . . . creators of better plates for better printing 
305 EAST 45th STREET, NEW YORK 7, N.Y. 


There's Always a Man Who Knows .. . At Reilly 


+ MUrray Hill 6-6350 


i-4 
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had 94.4 proof, whereas other gins 

| had 90 proof. Here was a definite 
| advantage, but it meant only that 
| Gordon’s was stronger. Obviously, 
| this strength had to be offset by 
a Suggestion of smoothness, and so 
|I created the attribute ‘liqueur 
quality.. Gordon's was really 
|! smooth. Gordon’s had the advan- 
| tage of liqueur quality and high 
| proof. Result: ‘drinks never taste 
| thick with Gordon’s gin’.” 

In his talk, Mr. Halpern also re- 
| ferred to cooperative advertising 
, and sales promotion. He said many 
| agencies regard these as a chore 
| because of being non-commission- 
| able. The result is, he said, that the 
| agencies generally assign a second 
or third rate copywriter to grind 
out some mats, form letters and so 
| on—“and the output generally does 
| not fill the requirements of deal- 
ers.” 

Mr. Halpern’s Pres-A-Lite Corp. 
makes automatic cigaret dispens- 
jers used in autos. The dispenser 
| turns out a lighted cigaret. 


Engravers Elect Peters 


The Manufacturing Photoen- 
gravers Assn. of Philadelphia has 
elected Sigurd Peters of Phototype 
Engraving Co. president. Other 
officers are: Richard H. Stuber, 
Chestnut St. Engraving Co., v.p.; 
Aaron I. Sanson III, secretary and 
treasurer, and Morris H. Sheer, 
assistant secretary. 


~ Gailom 


Sow Te sell 


Use retailers of ideas, as 
| you do product retailers. Sell 
the people who write, edit, speak, 
teach, preach, manage and govern. 
These dealers in ideas have a 
trade paper... Harper’s . . . which 
they read for facts and opinions 
they retail to millions. 

Ask for the facts 


Harpers “ss, 
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In 1926—26 years ago—Household Finance Cor- 
poration placed its first advertising with WCAU in 
Philadelphia. 

It's been placing it with WCAU every year since 
—over a quarter-century of uninterrupted adver- 
tising. A letter from Household Finance Corpora- 
tion says: 

“This radio expenditure with WCAU during the 


Best 
time buy 
on the market 


PP Oat 


last 26 years has been a very important factor in 
Household Finance Corporation’s growth.” 

The new Household Finance contract calls for a 
concentrated spot campaign of more than 1000 
spot announcements. That's convincing evidence of 
Household Finance Corporation’s faith in WCAU. 

Here again, then, is proof — proof that it’s profit- 
able to advertise on WCAU. 


The Philadelphia Bulletin Station 
V LV Cc [ | CBS Affiliate * 50,000 watts 
Represented by CBS Radio Spot Sales 
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Elphicke Adds Duties 
Frank H. Elphicke, manager of 


CKWX, Vancouver, B. C., and a 
director of Western Broadcasting 
Co Vancouver, has been ap- 


pointed v.p. and general manager 
of the company. He will continue 
to manage CKWX in addition to 


hi *'w duties 


“RESORT LIVING IN THE HEART OF LOS ANGELES” 
Edword J. Crowley, General Manager - A Hilton Hotel 


cific Northwest Farm Mechanization 


Farm Valuation and Acreage 


Valuation of Land and Buildings 


Increases 86% in 
“Them as has, gits!” 


It's axiomatic that farm machinery sales 
are most successfully made where farmers 


have become convinced of 


mechanization through practical experience. 
Pacific Northwest farmers — already far 
in machinery 


above average 
added substantially to their 
1945 and 1950. 


They have, and continue to get MORE. 


With consistently high 
Northwest farmers 
power with which to satisf 


needs for all kinds of equipment and products 
for farm and household use. 
Get YOUR product on their shopping list! 


Reach them through the 
magazines they 


Pacific Northwest Farm Qua 


‘ 
THE BILLION DOLLAR 
FARM QUAD MARKET 


possess 


read and 


; 


Catalina Inc. Thinks 100,000 Girls 
Will Enter Miss Universe Contest 


March 11—With 
summer practically around the 
corner, Catalina Inc. is set to pull 
all the stops on its “Miss Universe” 
beauty pageant promotion. 

The Los Angeles swimsuit maker 
has scheduled color pages in ten 
magazines and inserts in the roto 
sections of three Sunday newspa- 
pers 

Ads will start breaking next 
month and carry through July in 
Esquire, Life, Mademoiselle, Mod- 
ern Romances, Modern Screen, 
Motion Picture, Photoplay, Screen 
Stories, Seventeen (April and 
May) and True Confessions. The 
newspapers are the Chicago Trib- 
Detroit News and Philadel- 


New YORK, 


une, 


phia Inquirer. 

Radio and TV spots in 18 key 
cities, a 50-showing on outdoor 
posters in 42 cities and dealer co- 
operative advertising round out 
the future schedule. 


® Oscar Meinhardt, Catalina ad- 
vertising manager, told AA here 
that he'll be disappointed if the 
promotion doesn’t pull 500,000 en- 
tries in the beauty contest. He said 
his company, which enjoyed a 
$13,000,000 swimsuit volume last 
year, has increased its ad budget 
from $400,000 in 1951 to $500,000. 
David S. Hillman Inc., Los An- 
geles, is the agency. 

Mr. Meimhardt said he has in- 


sured that the contest will draw 
big by buying b&w pages in pho- 
tography books. These ads call 
on professional photographers to 
tie in with “the only world-wide 


Advertising Age, March 17, 1952 


Photographers who become offi- 
cial Miss Universe beauty pageant 
photographers in their home cities 
stand to collect up to $1,000—“if 
your entrant wins one of six titles.” 
The pageant will pick Miss Uni- 
verse (worth $1,000 to the pho- 
tographer); Miss United States 
(worth $500 to the picture-snap- 
per) and four runners-up (each 
worth $100 to the shutter-bug). 

Co-sponsors of the pageant with 
Catalina are Pan American World 
Airways, Universal-International 
Studios and the city of Long Beach, 
Cal., site of the pageant. 

Mr. Meinhardt, who’s been with 
Catalina 16 years, said Pan Amer- 
ican has issued a 40-page mimeo- 
graphed folder that is “a step-by- 
step guide to promoting a national 
contest for Miss Universe in for- 
eign lands.” In all, there'll be 40 
girls who'll travel to Long Beach 
via Pan Am for the contest 


beauty contest.” | 


| find themselves pitted against 


® The beauties from abroad will 
a 


|ecurvesome entry selected as Miss 


Five Years 


the advantages of 


ownership— 
facilities between 


incomes, Pacific 
extra buying 
y their wants and 


home-state farm 
— in—the 


Source: 1950 United St 


| male companionship. 


United States from among a field 
of 48 entries. Mr. Meinhardt was 
quick to point out that these 88 
lovely lassies will be chaperoned 
by 50 matrons—all of them Long 
Beach society women. 

“There'll be no dates, no cock- 
tail lounges, during the week at 
Long Beach,” said Mr. Meinhardat. 
“Any girl who does otherwise is 
out. Disqualified.” 

Mr. Meinhardt said, however, 
the girls won’t be entirely without 
“The night 


| of the coronation ball and banquet 


}each of our girls will be escorted 


by a GI, sailor or Marine. None 


| of them [the escorts] will be under 


} 5° 11”.” 


Washington Oregon Idaho Utah All Four 
Value, Land and Buildings: 
1950 Average per Farm $20,744 $19,963 $22,475 $19,433 $20,699 
1945 Average per Farm $11,268 $11,054 $11,888 $9,947 $11,097 
Per cent Increase 84.10 80.60 89.06 95.37 86.53 
Average Size of Farm: 
1950 Acreage 248.8 339.8 328.3 440.2 317.2 | 
1945 Acreage 209.3 3129 301.3 391.7 281.2 | 
Per cent Increase 18.87 8.60 8.96 12.38 12.80 
Value of Land per Acre: 
1950 Average $ 86.31 $ 62.73 $73.01 $ 48.38 $ 69.11 
1945 Average $ 53.84 $35.32 $39.46 $ 25.40 $ 39.69 
Per cent Increase 60.31 77.60 85.02 90.47 74.12 
Facilities and Equipment 
Farms Having Telephones: 
Per cent Reporting, 1950 57.53 50.32 55.27 51.77 54.12 
Per cent Reporting, 1945 44.44 40.62 41.98 32.21 41.29 
Per cent Increase 29.46 23.88 31.66 60.73 31.07 
Farms Having Electricity: 
Per cent Reporting, 1950 92.52 91.29 92.42 89.35 91.73 
Per cent Reporting, 1945 85.06 76.66 77.10 73.52 79.54 
Per cent Increase 8.77 19.08 19.87 21.53 15.33 
Per cent Electrified Farms Owning (1950): 
Electric Woter Pumps 65.47 67.31 69.49 25.22 61.99 
Electric Water Heoters 53.05 55.23 52.55 37.64 51.74 
Electric Washing Machines 92.35 91.61 92.71 93.00 92.23 
Home Freezers 15.67 17.00 16.08 12.82 15.82 
Electric Chick Brooders 21.00 19.64 27.76 13.38 20.87 
Electric Feed Grinders 1.90 1.72 2.57 2.06 2.01 
Automobiles, Trucks, and Tractors 
Aut biles per Th d Farms: 
1950 Average 996 1,035 992 859 990 
1945 Average 929 940 863 771 900 
Per cent Increase 7.21 10.11 14.95 11.41 10.00 
Trucks per Thousand Farms: 
1950 Average 69) 660 737 635 684 
1945 Average 501 445 460 417 466 
Per cent Increase 37.92 48.31 60.22 52.28 46.78 
Tractors per Thousand Farms: 
1950 Average 789 878 978 662 840 
1945 Average 401 454 489 261 417 
Per cent Increase 96.76 93.39 10000 153.64 101.44 
Miscellaneous 
Number per Thousand Farms (1950): 
Milking Machines 165 153 293 160 174 
Grain Combines 112 161 259 117 159 
Corn Pickers 1 3 3 1 2 
Pick-Up Hay Bolers 28 37 56 60 4) 
Upright Silos 63 72 22 48 55 
Pit or Trench Silos WW 7 31 100 25 


ates Census (Preliminary) 


ADVERTISING REPRESENTATIVES 
Western Associated Farm Papers, Chicago, New York, San Francisco 


GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 


. Catalina, 


which is busier than 
ever with direct mail to retail out- 
lets, is pointing out that the pag- 
eant will do three things: “Increase 
your swimwear department traffic, 
increase your sales and profits 
with Catalina (each contestant 
must wear a new Catalina swim- 
suit), increase Catalina’s lead as 
America’s No. 1 swimwear name.” 

Catalina is advising retailers to 
tie in with the promotion like this: 

1. For department stores with a 
portrait photo department: Feature 
a combined promotion between 
swimwear and photography de- 
partments. (Girls must send a 
photo of themselves in a new Cata- 
lina—hence, two sales.) 

2. For retailers with no photo- 
graph department: Tie in with the 
leading promotional photographer 
in the city. “Make a tie-up where- 
in he makes the shot of your cus- 
tomer at no charge—and makes 
his profit on his print orders.” 

3. Feature Catalina’s TV and ra- 
dio spots in your own TV and ra- 
dio programs. These are furnished 
free on request. 

4. Spot contest display cards in 
windows and departments. 

5. Stage a joint promotion with 
one of the first-run theaters in 
your city playing Universal-Inter- 
national pictures. (Exchange of 
displays on the contest, for ex- 
ample.) 


s Mr. Meinhardt said the beauty 
selected Miss Universe will 
reach that pinnacie on beauty of 
face and figure alone. 

“It will be a great thing for 
building friendly relations between 
nations,” he said. “Beauty is the 
way to cement relations.” 

He said the lucky girl won't be 
permitted to make endorsement 
contracts for other advertisers. She 
will get a long-term contract with 
Universal-International starting at 
$250 a week. Runners-up will get 
standard starlet screen contracts 
starting at $100 a week. 

Catalina also has a tie-in with 
Skol suntan lotion. The swimsuit 
ads show the Skol bottle, and J. B. 
Williams Co. in return is men- 
tioning Catalina swimsuits in its 
ads this year. 
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- People want what Quick’s got 


that's why Qu ick is growing so fast 


QUICK’S NET PAID A. B. C. CIRCULATION...BY QUARTERS 1,227,999 


its 2! hist ick has more than tripled 
During its 2'2-year history, Qu 1,113,689 1,125,892 
its circulation with gains in every succeeding quarter. See 5‘ 


Quick's average total circulation in 1951 exceeded the 1950 1,062,832 


Ni 


b than 239,000, a gain far greater than that 
figure by more tha ,ag 4 990,995 
of any other weekly magazine, +: ee fs 


918,236 


$63,088 
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Quick’s circulation is growing fast 


The Quick idea, the Quick tempo, are uniquely right for these times. 
Quick alone wraps up the week in a pocket-sized package that helps 
the busy reader to keep tabs on the world . . . on the significant, 
the dramatic, and the diverting . . . without spending too much 
time in the process. Quick not only makes the week’s long story 
short, but readable, flavorsome, and entertaining as well. That’s 
why, in an era when many publications are browsed in rather 
than read through, Quick is read from cover to cover. 


Quick 


RATES ARE 


GUARANTEED 
THROUGH SEPT. 30, 1952 
1,100,000 
AVERAGE WET PAID 
CIRCULATION 


} 
And Quick’s advertising is growing fast, too 
In 1951, Quick’s first full advertising year, 67 advertisers 
placed 358 advertising pages, many of them keyed. This year 
business is better than ever—with advertising on the 
books for the first quarter of 52 up 25 pages over 
the first quarter_of last year. 


The pocket 
news magazine 
busy people 
depend on 


GARDNER COWLES, EDITOR 
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Our congratulations to the forward looking 
newspapers who recently ran twelve full 
page advertisements, similar to the above, 
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— Let’s get the 
- picture straight 
in Miami! 


@ Millions of persons visit Miami each year. 


@ These visitors purchase literally millions of Miami 
newspapers. 


@ Coverage percentages which ignore these visitors have 


no validity. 
COVERAGE OF TOTAL FAMILIES* 


(All possible newspaper purchasing units) 
Miami City Zone — Average 12 Months Ending Sept. 30, 1951 


The Miami Herald 60.0% 
The Miami Daily News | 33.6% 


@ There are thousands of visitors in Miami at all times 
of the year. Coverage percentages computed against 
resident families only are completely meaningless. 


*Includes visitor and resident families. 


Source: The 57 month study of population trends in the Miami area sponsored by the 
Miami Daily News. This study has been reviewed and approved by a blue ribbon list of 
leading Miami businessmen and by the Executive Director of Development and Research 
for the City of Miami. We invite the opportunity to show you this entire study and give you 
the true picture of the Miami market. 


SAWYER « FERGUSON - WALKER * COMPANY __ new York + CHICAGO + PHILADELPHIA + DETROIT - ATLANTA + SAN FRANCISCO + LOS ANGELES 
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Daily Newspaper Circulation Stays Near 
1950 Record, New Ayer Directory Shows 


PHILADELPHIA, March 11—Daily 
newspaper circulation in the coun- 
try stayed close to its alltime peak 
in 1951 

Combined circulation of English- 
language dailies by the end of last 
year was 53,593,000 as compared 
with the 1950 record of 53,618,000. 
This is reported in the 84th annual 
edition of the N. W. Ayer & Son's 
“Directory of Newspapers and 
Periodicals.” The new edition was 
published today 

U. S. English-language evening 
newspapers showed an increase in 
circulation to 32,225,000, highest 
ever registered. Morning news- 
papers had a combined circulation 
of 20,457,000. The country’s three 
all-day dailies had a circulation of 
911,000. Both of the latter figures 
were slightly under 1950 figures 
By the end of last year, Sunday 
newspapers had a combined cir- 
culation of 45,907,000 

Since the end of the last war, 


Give ‘em parLoons 


EX 

and they 
will be enthusiastic 
“salesmen” for you. 


There is nothing like the offer 
of free balloons to make the 
kids want a particular product 
— and demand it. 


Let us tell you how to use this 
promotion plan to boost your 
sales. Write or phone today. 


The large variety 
of OAK-HYTEX 
BALLOONS as- 
sures you a 
distinctive 
promotion 

or pre- 


—=-— 
‘The OAK RusBBER Co 


Ravenna Ono 


evening newspapers have added 
12% to their combined circulations, 
Morning papers have added 15% 
and Sunday newspapers 19%. 
The 1952 Ayer Directory com- 
prises 1,500 pages to cover more 
than 20,000 newspapers and peri- 
odicals of all types published in 
the U.S. and its territories, Can- 
ada, Bermuda and the Philippines. 


Other facts revealed include a 
slight drop in the number of daily 
newspapers in 1951, including both 
foreign language and English lan- 
guage. There are now 1,507 eve- 
ning newspapers, 363 morning 
newspapers and 564 Sunday pa- 
pers. That marks a drop of 27 
morning papers and a decrease of 
10 Sunday newspapers. 


Horse Racing Big Draw 


Triangle Publications, New 
York, has published its fifth an- 


nual survey of spectator attend- 
ance at major sports in the U. S. 
Racing was the only major sport 
to show a national increase for 
1951, attracting a total of 42,540,- 
481 people. Copies of the survey 
are available from Leo Waldman, 
Triangle advertising manager, at 
525 W. 52nd St. 


PIB Tally Shows Linage Gain 
for National Magazines 


The 94 general and farm maga- 
zines measured by Publishers In- 
formation Bureau show a sharp 


March 


Advertising Age, 17, 1952 
gain for 1952, so far. In the two 
months of 1952 they carried $68,- 
874,760 in ads, up 6.5% over the 
$64,669,000 carried in a comparable 
period in 1951. In pages, the mag- 
azines carried 11,128 in 1952, com- 
pared to 10,830 for January-Feb- 
ruary, 195l1—a gain of 2.8%. In 
1952, three leading weeklies had 
one less issue than in 1951. The 
newspaper sections measured 
by PIB registered $7,667,566 in the 
same period of 1952, down from 
$9,667,039 in 1951, a decrease of 
20.7% in dollars, 19.1% in pages 
(600 vs. 741). 


YOU'LL FIND MANY retail ads in Metro—in each 
of Metro's great market areas from coast to coast. 
For example, in Philadelphia's Metro Magazine 
(TODAY —the Philadelphia Inquirer Magazine), 


in METRO ? 


Clothier’s, Wanamaker’s, 


you'll see ads for Lit Brothers, Strawbridge & 
Gimbels, 
These retail ads are a valuable plus for national 
advertisers —and only Metro can give you this plus! 


What about those retail ade 


and so on. 


each of which is individually owned, edited and distributed by a leading American newspaper. These newspapers are: 


ATLANTA Journal-Constitution 
BALTIMORE Sun 

BOSTON Globe and or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 


DES MOINES Register 


HOUSTON Chronicle 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 


DETROIT News and or Free Press 


MINNEAPOLIS Tribune 


NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 


Metro Group Editorial Bureau (New York)... MUrray Hill 7-5200 
METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics ...NEW YORK: MUrray Hill 7-5200 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 * LOS ANGELES: Michigan 0259 


NEW ORLEANS Times-Picayune & States 


ST. LOUIS Globe-Democrat 
and or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Stor 
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Advertising Age, March 17, 1952 


Ewald Named Sales Manager 


Roland G. Ewald has been ap- 
pointed to the new position of 
sales manager of Buffalo Kay 
Chemical Co., Buffalo manufac- 
turer of janitorial and sanitation 

' supplies. Thomas J. Hesketh has 
been named assistant sales mana- 
ger. 


Starts Spring Promotion 
Sloane-Blabon Corp., New York, 

through Geyer, Newell & Ganger, 

will launch an all-out spring pro- 


April] 27. Full-color ads will ap- 
pear in Sunday supplements in 27 
cities and in b&w in some markets 
where color is not available. Cov- 
erage will be extended to 27 ad- 
ditional markets through 30-sec- 
ond spot announcements on tele- 
vision four times a week over each 
station. 


Publisher Moves to New Jersey 

Finishing Publications Inc., 
which formerly had its headquar- 
ters in New York, has moved to 


Merge Production Facilities 
Caxton Co., Cleveland, and Wil- 
liam Feather Co., Cleveland, both 
printers, have merged their pro- 
duction facilities. Business opera- 
tions continue separately. The two 
will share Feather’s mechanical 
bindery and Caxton’s art and com- 
mercial photography studios. 


Korn & Co. Adds Account 

J. M. Korn & Co., Philadelphia, 
has been appointed to direct ad- 
vertising for Jordon Refrigerator 


Campaigns for Greenhouses 
Aluminum Greenhouses Inc., 
Cleveland, will launch a campaign 
for pre-fabricated aluminum 
greenhouses via national maga- 
zines, direct mail and trade pub- 
lications. John Zezbak Advertis- 
ing, Cleveland, is the agency. 


Opens Agency in Memphis 
Robert Armistead Jr., formerly 
ad manager of 150 We-Ona food 
stores, has opened his own agency, 
Armistead Advertising, at 512 Co- 


motion on Koroseal tile beginning 381 Broadway, Westwood, N. J. 


Co., Philadelphia. 


lumbian Mutual Tower, Memphis. 


Nothing inforoste people 
like themeelves! 


| NY EDITOR can tell you this: to get close to your 
readers, give them plenty of what interests them 
most — themselves, their neighbors, their community! 

People like to read about the schools, the people, 
the civic activities of their own home town — and they 
like to read what the local stores are offering for sale! 

Of all national mass magazines, only Mighty 
METRO can dish up heaping portions of local 
interest — because only Metro is individually edited 
across the country. An average of 52% of Metro's 
editorial content is of specific local interest. 

And, of all the national mass magazines. only 
Metro contains local retail ads, ads that, accord- 
ing to all available figures, sell sensationally. 

When people read Metro on Sunday morning — 
and more people read it than any other magazine 
you can advertise in — they feel at home. . . and they 
are in a shopping mood. They feel at home because 
Metro touches close to their everyday lives. They 
are in a shopping mood because the retail ads offer 
them immediate ways of brightening their lives. 

Because they feel at home in Metro, because they 


are in a shopping, ad-reading mood, the 35,000,000 
people who read Metro every Sunday are in a more 
receptive mood for your national advertising. 

Compare readership figures of national cam- 
paigns that ran in Metro and in other-magazines. 
You'll find consistently higher readership per dollar 
for Metro — higher by as much as 3 to 1! 

Mighty METRO is a vital part of 28 of the nation’s 
top Sunday newspapers — blanketing areas in which 
two-thirds of all retail sales are made. Metro delivers 
more than 50% coverage in more than 500 cities of 
over 10,000 population! 

And every pertinent readership study has shown 
that Metro is the best-read section of these news- 
papers. (Incidentally, your customers and their com- 
petitors — the merchants who sell your goods — read 
Metro. They read it because they advertise in it 
themselves! ) 

Make Metro your Sunday Basic Buy — for in 
Metro you reach more people, get closer to them 
and sell them more readily than you will in any 
other mass magazine! 


OVER 14 MILLION CIRCULATION! 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 


Plans Publicity Class 


“Fundamentals of Publicity” is 
the title of a course to be spon- 
sored by the Publicity Club of 
New York between March 11 and 
May 13. Classes will be held Tues- 
day evenings, 7-9 p.m., at the Shel- 
ton Hotel. Fee for the course will 
be $15. 


Routa Appointed Ad Manager 


Robert F. Routa, formerly of 
Belden & Hickox, Cleveland agen- 
cy, has been appointed advertising 
and sales promotion manager of 
Ramset Fasteners Inc., Cleveland 


Lansill to Pacific Press 


James G. Lansill, formerly re- 
gional sales manager of J. W. Cle- 
ment Co, Buffalo, has been ap- 
pointed v.p. and general sales 
manager of Pacific Press Inc., Los 
Angeles. 


Celotex Promotes Greenwood 

Celotex Corp., Chicago, has 
elected Marvin Greenwood, general 
sales manager since 1939, a v.p 
Mr. Greenwood joined the com- 
pany in 1925. 


For BETTER 
TYPOGRAPHY — 


phone a member below 


AKRON, O. 

The Akron Typesetting Co. 
ATLANTA, GA 

Hi®gins-McArthur Company 
BALTIMORE, MD j 
The Maran Prinung Co. 
BOSTON, MASS 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N.Y 

Axel Edw. Sahlin Typographic 
Service 

CHICAGO, ILL. 

J. M. Bundscho, Inc. : 
The Paithorn Corp. ; 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc._ 
Frederic Ryder Company } 
CINCINNATI, O 

The J. W. Ford Company 
CLEVELAND, O 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesecting Co., Inc. 


COLUMBUS, O 

Yaeger Typesetting Co., lnc. © 
DALLAS, TEX. 4 
Jaggars-Chiles-Stovall, Inc. i 
DAYTON, O : 


Dayton Typographic Service 
DENVER, COLO 

The A. B. Hirschfeld Press ; 
DETROIT, MICH § 
The Thomas P, Henry Co, 
Fred G Mornehu Co. 
George Willens & Co. 
INDIANAPOLIS, IND t 
The Typographic Service Co., Img. 
KALAMAZOO, MICH 
Claire J. Mahoney 
LOUISVILLE, KY 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Atrow Press 

George F. Wamser, Typographer 
MINNEAPOUS, MINN. 

Duragraph, Inc. 

NEW YORK, N.Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artuntype, Inc. 

Associated Typographers, Inc. 

Adas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 

Diamant Typographic Service, Inc. 

A. T. Edwards Typography, Inc. 
Empure Stas Crattsmen, Inc 

Graphic Arts Typographers, Inc. 
Huxley House 

Impenal Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 

Master Typo Company 

Morrell & McDermott, Inc. 

Chris F. Olsen, Inc 

Frederic Nelson Phillips, Inc. 

Philmac Typographers, Inc. 

Royal Typographers, Inc. 

Frederick W. Schrnidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographax Craftsmen, Inc. 
Typographic Designers, Inc. 

The Typographic Service Co. 
Vanderbilt Jackson Typography, Inc, 
Kurt H. Voik, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

John C. Meyer & Son 

Progressive Composition Co, 
Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. .Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typogrmphers, Inc. 

SAN FRANCISCO, CAL 

Reardon & Krebs, Inc. 

SEATTLE, WASH. 

The Deers Press 6 Be 
Frank McCaffrey’s Acme Press of Seacclei 
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Appoints Schipper-Webb Department Store Sales... 


Freeman & Freeman Inc., Den- 
ver, maker of Porcelainizing pro- 
cess for protecting auto finishes, 
has appointed Schipper-Webb As- 
sociates, Detroit, its public rela- 
tions counsel 


Rejoins Babcock & Wells 


Charles L. Babcock, Id. Tribe 


Easter Comes Late; 


WASHINGTON, March 11—It's al- 
ready clear from department store 
sales figures that Easter comes 
later this year than last. 


with the New York Herald Trib- Last year Easter was March 25. 
une, has rejoined Babcock & Wells,| This year it's April 13. As a con- 
New York, as an officer of the | sequence, pre-Easter sales haven't 
agency and account executive showed up yet. In 1951 they be- 


gan to appear in city-by-city re- 


we | ports in mid-February. 

WS! Reports to the Federal Reserve 
5, NOVER — eports to F ‘ 
19 OUNTING scar noua TSN ano CRAFTS Board for the week ending March 
week nes 1 showed sales in U. S. depart- 
tne Excess Cement Removed By Rubbing ment stores were down 14% from 
\ Pa With The Fingers — the week ending March 3, 1951. 
Pte Ll SS | Ont five cities had gains in the 
"s' latest week. Some were big—17% 
sey Toss a ee Minneapolis, 16° in El Paso 
ee / sro jand 14% in Duluth-Superior. But 
A y pt | most had losses, ranging as much 
, o © , 

ba 4 by art, stationery "she }as 31% in Philadelphia 
signin id photo dealer eZ The Reserve Board points out 
pas omtom | that, because Easter sales are about 
weeks behind this year, “it 


| three y f 
ae MAKES PASTING A PLEASURE Jean 


that in comparison 


Sales Lagging 


with last year an allowance should 
be made for a decrease in sales of 
about 6% for the month of March 
as a whole and for a corresponding 
increase for the month of April 
as a whole.” 


Change from 


Year Ago 
Federal Reserve eb. Feb. Mar. 
District and City 16 23 
UNITED STATES — —i —15 
Boston District —i§ —it —10 
Yew Haven 60 20 19 
Boston 6 15 9 
Lowell-Lawrence 9 17 10 
Springfield 3 2 7 
Providence 10 14 22 
New York District —ir—il —Iit 
Newark 16 13 22 
Buffalo 2 r—4 i 
New York 7 r—li 19 
Rochester 7 12 4 
Syracuse 15 r—18 2 
Philadelphia District — rh —8 


Philadelphia 6 r—4 31 
Cleveland District 


Akron 0 13 14 
Cincinnati . 6 16 22 
Cleveland 6 16 13 
Columbus 15 15 21 
Toledo 10 12 15 
Erie 9 7 9 
Pittsburgh 18 22 21 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Mar. 1, 
Week to Feb. 23, 
Week to Feb. 16, 


'52*..p245 
52°. 
52°. 


241 
257 


Advertising Age. March 17, 1952 
Minneapolis 6 10 17 
St. Paul 12 21 3 
Duluth-Superior 6 8 14 

Kansas City District 4 —is —15 
Denver 7 19 17 
Wichita 1 2 7 
Kansas City 11 10 16 
St. Joseph 12 21 2) 
Oklahoma City 13 17 21 
Tulsa 27 4 4 

Dallas District is r—tl —tt 
Dallas il 12 17 
E! Paso 11 4 16 
Fort Worth 12 —9 12 
Houston 1} 10 17 
San Antonio 6 2 15 

San Francisco District —_ —) —16 
Los Angeles Area 11 & 17 
Downtown 

Los Angeles 15 13 23 
Westside 

Los Angeles 5 2 12 
Oakland 10 13 8 
San Diego 7 3 6 
San Francisco 6 20 8 
Portland —1i1 8 12 
Salt Lake City —14 ~12 5 
Seattle 8 —12 8 
Spokane 8 9 —13 

| rRevised 
*Data not available. 


*4| Hines Franchises Blueberries; 


10} port, Me., 


13| canned or frozen. 


Week to Mar. 3, '51*....288 
Week to Feb. 24, '51*..274 
Week to Feb. 17, '51*..272 
pPreliminary 
*Not adjusted seasonally 
Richmond District —lt ro —21) 
Washington -10 —10 18 
Baltimore -11 —§ —24 
Atlanta District — ro —I1s 
Birmingham —9 -9 7 
Jacksonville 7 5 14 
Miami 12 a —H 
Atlanta i4 20 25 
Augusta 2 4 8 
New Orleans 1 
Nashville 7 13 
Chicago District —+ —I19 is > 
Chicago 1 17 17 
Indianapolis 5 19 17 
Detroit 12 22 12 
Milwaukee 2 21 13} 
St. Louis District r—t —l0o —I4 
Little Rock 8 1 
Louisville 4 17 28 
St. Louis Area il 2 
Memphis 11 9 
Minneapolis District “ : i 


wr 


dm an tel Saat 


THE SACRAMENTO BEE @ 
THE MODESTO BEE @ 


THE FRESNO BEE = @® 


Higher automotive sales than 
Higher total retail 


Cleveland! 
Z sales than San 
(fp. 


Ne PS) 


California’s inla 


National Representatives . . 


Milwaukee combined !* 


Billion Dollar Valley of the Bees. 


McClatchy Newspapers 


- O'Mara & Ormsbee. Inc. 


Francisco and 
That’s 
nd market—the 


BILLION DOLLAR 
VALLEY OF THE BEES 


To cover it, you need the solid 
local papers independent Valley 
people read and heed—The 
Sacramento Bee, The Modesto 
Bee and The Fresno Bee. 

*Sales Management's 1951 Copyrighted Survey 


| ize 
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| Duncan 


Molesworth Heads Book Sales 


Hines-Park Foods Inc., Ithaca, 
N. Y., has licensed Maine Blue- 
berry Growers Inc., West Rock- 


to be sole packer of Dun- 
Hines’ brand blueberries, 
At the same time, 
the Hines-Park company = an- 
nounced the first move to central- 
its sales with the joint ap- 
pointment of 30 brokers by three 
Duncan Hines’ manufacturers— 
Hines division, Knouse 
Foods wy yee Inc., Peach 
Glen, Pa.; Mary’s Packing Co., 
Sidney, O., aa Duncan Hines divi- 
sion, Country Gardens Inc., Mil- 
waukee. 

Donald M. Molesworth, formerly 
division sales manager for Na- 
tional Advertising Co., La Grange, 
Ind., has been appointed sales di- 
rector of Duncan Hines Adventures 
in Good Eating Inc., Bowling 
Green, Ky., publisher. 


can 


| Tanvilac Names Kane Agency 


Co., Des Moines, has 
Kane Advertising, 
to handle its adver- 
tising and promotion. The com- 
pany is about to launch a cam- 
paign for Shur-Gain, “vitamin- 
antibiotic-cultural” dog food forti- 
fier. Dog publications will be used, 


Tanvilac 
appointed 
Bloomington, 


| starting with April issues. 


Names Margaret Herbst 
Garden Exchange Inc., Bridge- 
port, Conn., has appointed Mar- 
garet Herbst, formerly with the 
Associated Bulb Growers of Hol- 
land, consultant for advertising, 


| direct mail and public relations 


‘Darr Named Ad, Sales Head 


Robert M. Darr, formerly with 
Wetzel Bros. Co., has been ap- 
pointed director of advertising 


and sales for Phillip Lithograph- 
ing Co., Milwaukee 


BUT WHAT’S THE 


3rd 


METHOD OF 


CIRCULATION ? 
ee 


See 
March 31st 
Issue 
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25th annual exhibition of Design in Chicago Printing 
sponsored by the Society of Typographic Arts 


march 15 through april 27, 1952 


at the Art Institute of Chicago, gallery 11 
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Advertisers Put $873,428,513 into 


Four Media Last Year, PIB Reports 


(Continued from Page 1) 
included in this tabulation.) 
Lever Bros. was fifth, with $13,- 
617,873 in 1951, which compared 
with 1950 expenditures of $13,464,- 


not be 


077—which made , Lever fourth. 
General Electric Co. was sixth in 
1951, with $12,426,483, compared 


to $9,592,398 in 1950, good for 
ninth. General Mills ranked sev- 
enth in 1951 with $11,797,599, com- 
pared to $12,679,385 and a rank of 
fifth in 1950 

American Tobacco Co. spent 
$11,483,042 in 1951 to rank eighth, 
$9,678,916 in 1950 to hold the same 
spot. Liggett & Myers ranked ninth 
in 1951 with $11,203,298 compared 
to $8,340,796 in 1950, and 13th 
ranking. R. J. Reynolds Tobacco 
Co. ranked tenth in 1951, spending 
$11,150,809; it was llth in 1950 
with $8,880,316 


® As the classifications and indi- 


totals accompanying this 
story attest, it was a tremendous 
year for advertising. However, all 
media did not share equally in the 
boom. Network radio and newspa- 
per sections measured by PIB 
showed decreases of about 5% and 
6%, respectively. 

Television, as might be expected, 
had another banner year, with 
gross time revenue for all four 
networks hitting a whopping $127,- 
989,713. In 1950, figures for three 
networks—PIB did not measure 
DuMont that year—were $40,778,- 
885; those same networks billed 
$120,228,207 last year, an increase 
of 195% 

Magazines also had their biggest 
year, with revenues of $511,174,- 
390, up 11.5% from 1950's record 
total of $458,451,328. Magazine rev- 
enues now are nearly three times 
as great as they were ten years 
ago and twice what they were dur- 


vidual 


1948-1951 Figures for 100 Leaders 


A ranking of the top 100 national advertisers in 1951, showing | Pillings in a few industry classifi- 
the total each spent for time and space in five media (general 
@magazines and groups. farm magazines, newspaper sections, 
Ghd network radio and television). Also shown is the amount) 
spent by each company in the same media in 1950, 1949 and | 
1948 (no television figures for ‘48). Source: Leading National Ad- 


vertisers Inc. 


COMPANY 1951 1950 1949 1948 
Pretter & Gamble Co $35,859,156 $27,023,122 $25,097,018 $26,620,335 
Gomera! Foods Corp 21,842,212 3 15,436,650 12,990,741 
Colgate Paimolive-Peet Co 16,904 406 11,244 386 10,803,230 
Genera! Motors Corp 14,162,348 15,804,286 11,803,986 
Levér Brothers Co 13,617,873 13,318,768 11,470,401 
Electric Co 12,426 483 7,644,955 11,772,858 
Mills, Inc 11,797,599 11,097,605 10,426,179 
an Tobacco 11,483,042 8,026,37 371,489 
t & Myers Tobacco Co 11,203,298 8,763,327 7,600,09 
Reynolds Tobacco Co 11,150,8C¢9 7,968,795 7, 704,974 
ling Drug, | 10,081 10,605,934 11,316,792 
belt Soup C 9,268,747 9,067,507 9,771.3 
ai Dairy Products Corp 8,723,758 4,817,353 4,931,322 
Labs In 8,189,752 7,034, 8% 6,242,405 
ican Home Products Corp 7,937,417 6,116,316 0 
LZ ‘ard Co 7,612,366 5,077,116 2,521,057 
ite Safety Razor Co 7,487,136 1,731 48,375 
per Corp 7,255,639 6,456,193 5,492,159 
ry Mills Inc 7,060,988 4,878,467 3,156,801 
& Co 6,986,491 7,543,144 9,263,9 
Morris & Co, Ltd, Inc 6,691,108 4,851,411 4,073,485 
Motor Co 6,547,409 6,001,168 5,478,279 
I-Myers Co 6,359,955 5,475,338 5, 338,39 
Keligg, Co 6,123,846 2,074,442 2,244,777 
DistHiers Corp —Seagrams, Lid 5,955,994 5,574,237 6,018,592 
Schley Industries, Ine 5,610,239 4,653,919 3,831,665 
Goodyes, ft " .« Rudder Co 5,304,472 3,196,358 3,872,257 
Quatier Oats 5,240,321 3,683,911 3,547,390 
Westing only “Ele tric Corp 5,113,528 2,387,288 4,042,909 
Hw J Corp 4,812,949 3,324,243 3,859,663 
Corp. of America 4,667,778 2,686,872 2,462,029 
Armiur & Co 4 280,237 3,365,765 3,745,291 
Watiina! Distillers Products Corp 4048 933 2,825,443 3,020,88 
AM@ican Telephone & Telegraph Co 3,928,592 3,827,711 3,843,634 
Nationa! Biscunt Co 3,776,981 4,181,334 2,302,104 
Texas Co 3,317,483 2,337,465 2,660,81 
Sebusor & Jonnson 3,291,059 2,833,129 2,853,675 
Coca-Cola Co 3,226,639 3,032,335 3,983,123 
Firestone Tire & Rubber Co 3,202,325 2,108,535 1,606,541 
Ave Manufacturing Corp 3,177,444 1,543,199 1,094,194 
Joseph Schiitr Brewing Co 3,121,151 1,477,954 1,307,869 
Andrew Jergens Co 3,109. 649 2,625,985 2,407,531 
William Wrigley, Jr, Co 2.837.477 1,080,519 985,374 
Pabst Brewing Co 2,807,290 1,737,602 1,287,91 
Nash. Kelvinator Corp 2,758.%1 2,487 968 2,877,189 
International Cellucotton Products Co 2 738,775 2,349.05 1,363,767 
Admiral Corp 2,731,666 1,259 461 73,112 
Borden Co 77 3,026,728 219,169 
U. S. Government 1,706,220 1,967,700 
Lambert Co 2,272,678 795,126 
Hiram Walker-Gooderham & Worts, Ltd 1,710,258 2 423,243 
Armstrong Cork Co 1,758,415 1,533,499 
U.S. Steel Corp 2,211,671 1. 701,205 
E. I. du Pont de Nemours & Co, Inc 2,230,717 2,730,231 
Manhattan Soap Co 2,305,153 3,404,148 
BF. Goodrich Co 1,949,011 2,150,456 
Carnation Co 1,727,763 652,561 
Standard Brands, inc 1,584,032 2 042 861 
Scott Paper Co 1,518,929 993,003 
S C. Johnson & Son inc 1,307,083 1,662,877 
Electric Auto-Lite Co 1,570,324 411 3 
Corn Products Refining Co 1,571,618 31 2 
Cluett, Peabody & Co. Inc 1,670,895 ? l 
Hunt Foods In 828,715 79,22 
Sylvania Electric Products, In 116,585 90 
Chesedrough Manufacturing Co 1,795,347 ) 
H. J Heinz Co 1,838.07 1.454 
Pond’s Extract Co 1.944.694 35,08 
Prudential Insurance Co of America 2,497,629 2,489,891 
Canada Dry Ginger Ale, Inc B36 466 694.719 
Doubieday & Co, Inc 7 197,760 
International Latex Corp 120,940 
Eastman Kodak Co 330, 32 
Cannon Mills Co 330,080 
RKO Pictures Corp 1 992,635 
International Silver Co 2,122,924 83,585 
8 761 456, 822 
929 35] 1 353.192 
2. 364 604 2,030,751 
32924 163 %9 
1 713 Ba3 479.416 
¢ ’ 652 ) 
; ? 1.045 + 
3) 9% 2526. 
f-Forman Distillers Corp 839.234 2t 5 
it Corp 70,663 30.4 
Milk Co 48 8h 224 3 
s-Manville Corp 1 426.130 17.49 398 
Standard Gil Co. of Indiana bb 476 14 221 4 
Rexall Drug, bre 1.158.654 927 032 192 360 
Anheuser-Busch Inc 1,010,783 ? 820 
Drugstore Telewsion Productions 616 
American Mea 137 49 a5 332 $42 646 
Wildroot Co, In 1.670.648 ! 603 27,913 
International Shoe Co 2,208 698 i 329 63 313 
Sunbeam Corp 868 299 228 4a 
George Horme! & Co ‘ 1,606,003 32 ? 3 
Union Carbide & Carbon Corp 1,199,803 472 3,345 
%4 76 ; 34 1,279,351 


Champion Spark Plug Co 
Does not include DuMont Television Network 


| son, 
| counted for only 12% 


ing the war years 

Gains were made in 28 of PIB’s 
9 ‘industry classifications (the 
29th classification, political ad- 
vertising, showed no °51 expendi- 
tures). The leader was the food 
and food products group, which 
was up nearly $19,000,000. Close 
behind came toiletries and toilet 
goods, which gained $14,000,000. 
Industrial materials showed a $10,- 
000,000 increase; smoking materi- 
als gained $9,900,006; household 
soaps and cleansers jumped $9,- 
600,000, and beer, wine and liquor 
advertising was up $9,000,000. 


@ In the media groups, TV con- 
tinued to capture the imagination 
of advertisers. Network TV was 
highly concentrated in five classi- 
fications—food and food products, 
smoking materials, toiletries and 
toilet goods, automotive and acces- 
sories, and household soaps and 
cleansers. These groups accounted 
for 64.4% of total 1951 TV billings, 
compared to 57% the year before. 

In fact, the ten leading TV ad- 
vertisers listed below accounted 
for 31.6% of all network billings. 
In the magazine field, by compari- 
the ten top advertisers ac- 
of total bill- 
ings. It looks as if TV will follow 
| radio’s pattern—concentration of 


cations, and in the hands of a com- 
paratively small group of advertis- 
| ers. 


|@ Network TV reaped the greatest 


gains resulting from an upsurge 
in beer advertising last year. All 
of the leading brewers used sched- 
ules in '51 that far surpassed those 
of the previous year. Schlitz put 
nearly half of its $3,000,000-plus 
expenditure into TV; Pabst spent 
$1.2 million of its $2.8 million in 
the same medium, and Anheuser- 
Busch put ail but $290,000 of its 
$1,598,882 expenditure into tele- 
vision. 

General Motors was still the top 
magazine advertiser, putting $10,- 
662,508 into general and farm mag- 
azines last year. GM was the only 
one of the top ten magazine adver- 
tisers to reduce its expenditure in 
that medium last year. All others 


upped their magazine budgets, 
Procter & Gamble leading the way 
with a 50% increase 


s Some 75% of all network radio 
billing is in five industry classifi- 
cations. Four of these are the same 
as four of the TV classifications; 
drugs and remedies is the fifth 
category in radio billings, whereas 
automotive and accessories was 
fifth in TV. Of the five dominant 
classifications, only one, toilet 
goods, stayed even with 1950. The 
other four showed a drop of more 
than 8% 

Procter & Gamble again was the 
heaviest network radio (and tele- 
vision as well) user, although it 
spent about $200,000 less than in 
1950. Miles Laboratories, second in 
50, dropped to fourth last year. 
Seven of the top ten radio adver- 
tisers showed declines, with only 
American Home Products, Liggett 
& Myers and Colgate-Palmolive- 
Peet showing gains 


ws Here are the top ten advertisers 

in each medium (general and farm 

magazines are shown separately). 
GENERAL MAGAZINES 


General Motors Corp $9,548,168 
General Electric Co 9,047 937 
Procter & Gamble Co 6,714,411 
General Foods Corp 7,206,828 
Distillers Corp.——-Seagrams 5,911,054 
Chrysler Corp 4,184,787 


Schenley Industries Inc 3,968,298 
National Distillers Products 133 
Colgate-Palmolive-Peet Co 3, 538 
National Dairy Products Corp 387 9.889 


FARM MAGAZINES 

‘Six national publications only 
General Foods Corp $1,114.423 
General Motors Corp 
General Electric Co 710,335 
Procter & Gamble Co 
Chrysler Corp 
International Harvester Co 
Zoodyear Tire & Rubber Co 
R. J. Reynolds Tobacco Co 
Champion Spark Plug Co 
Mills Inc 


281,770 


General 


$454.4 


DOLLAR VOLUME OF NATIONAL MAGAZINE 
. ADVERTISING (1915-1951) 


Advertising Age, March 17, 1952 
IN FOUR MEDIA .- 
é ‘ 
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HOW MEDIA HAVE FARED—These charts, prepared by Leading National Advertisers 


Inc., 


show the changes in advertising expenditures over the years. The top chart 


shows how much advertisers spent in the four media measured by PIB—magazines 


(general and farm), 


newspaper 


sections, 


network radio and network television 


from 1948 through 1951. The three charts below it trace the course of expenditures 


in magazines 


NEWSPAPER SECTIONS 


Coigate-Palmolive-Peet Co 
Procter & Gamble Co 
Lever Bros. Co 


General 
American 


Foods Corp 
Tobacco Co 


> Sterling Drug Inc 


General Mills Inc 
Doubleday & Co 
General Motors Corp. 
Pillsbury Mills Inc 


NETWORK RADIO 
Procter & Gamble Co 
Sterling Drug Inc 
General Foods Corp 
Miles Laboratories Inc 


1915-1951), 


radio 


$3,583,749 
2,864,730 
2,266,340 
2,035. - 


$18,159,693 
6,908,141 
6,869,503 
6,849,371 


1929-1951) ond television (1949-1951). 
} Lever Bros. Co 6,615,646 
General Mills Inc 6 490, 270 


American Home Products Corp 

Liggett & Myers Tobacco Co 

Campbell Soup Co 

Colgate-Palmolive-Peet Co 
NETWORK TELEV ane 

Procter & Gamble Co 

General Foods Corp 

R. J. Reynolds Tobacco Co. 

Colgate-Palmolive-Peet Co 

Liggett & Myers Tobacco Co 

P. Lorillard Co. 

Ford Motor Co. 

American Tobacco Co 


4. 988,665 
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7 at the newsstands these past 5 years. Hottest 
of the hot... that's ARGOSY...up a fabulous 343% 
on the stands for the same period... recogni 
and rewarded by alert advertisers with a 72% gain 

vin ARGOSY ad revenue last —. 


* * 


Braun says “The New ARGOSY film, 


_ Trends and the Man Market, points up some haa medial 
| ond market changes since pad war. Our media people fo 


Oh Se 5 ee bee) 
oe é pea Gee ae See iB : ae oe: - gen : 
dl een clea ee Py: ee oes ue: a . . aor i a aet : ee Bon : 
or e ae ae oe = hl Cli uf ae oe 
a pire gem snp sivumaane te RRs. nail a Ra es A es > ns = “eRe : 
: SR i - eumeare ge . SR i a) 1 2. rs en . _ ness aries 3 A is ae ee 
a. — - , aoe ; — Se —— - ear seis sett nig is ig oa a 
ee 2 ee a ae re Paes cee ee oS ———— erent, oS maw =" te Sk ns 6 2a Se 
ip ec ek oe | Es © ee is oe i ae i Mk Sc ae oe se 
i O* ~ end eee Mel 5 ae a ae Sth Yor Seema: oS a Bere we - 7 3 od 4 ae fee <a eS ee 
—- = es SS ee fog . & 2, pao | oe rae ae TL 
| | te i OG a Shes Gey es. 2 ae tee Oe ing ; fs ca ede * a Se 
ay ae Br: loam ya piuties? a oe patel Be a ACtalr se a an ch oe 
eet ee in 3 aa aoe [ae ie eae Se a aes ni Fey ie ee eon 
HES een ges aa ; £8 ee Ue ates: ee eee | oy 
: : Pat haa, oem ; : ee ee et eee rami 
3 Se a pe eras ae Pe oS 
; ooh, Paterson 3 Waco & a a eee 2 “et ea res ee ; 
‘s | y ee 4 ee Pe & Per eS gre rae 7 ie iy = > oe - ttt, |, Be is 
; ak ee Sip 2 oa j eS o 2 ae 2 
: eR) os Se Sl ae ee ? : See oo hae. > ag 2 Se ee oe. ae y So 
: | ee ae lc eg eee es Foe aus ee (im . er ae es hay a pl Bie os rr nie <M 
< Sl ee oe | ee 7 i: eee eee Ca A gr Se 
‘A ets toe a e Pon es oe p e Riemer | 30, oe a ag gs Pay ee aay ee E a re Ra 
BD i Sis ct eg ees fi He Bl al OD Die ae i a SS aae oS: oe 4 bg. : ae ay of 
a ae : pe a ae ae sae Bry ei 43 . are see ie 
Z eee a ae rake te © eaere ee ee cee Set a a 
es att Ge ce ie. a era. ae 8 a ae) « eee el Se ae is 
i Pd aeee a Core vee an a ee i Be) Eiger Tae 6 ea aa a ES oe. S ge ea BS, ae 
fe i 4 oh 5 ead i. © oe Wa ame E ee __ ae A ete i, ares "Spat eS aay 
Sa it Ms iS se ae we a cae Ae chisel iD! \eh eae ae Re ees Le aes 
; ee ee . ae: Be BaF ae Pees SG Hep ae 1G, ee 
SaaS . i. aa _ a ae ete ai: 1 ae ace a on : NE Sea oe 3 
‘ Ree ene a — » Pe ah o Si ; a See ee hic cee se ee Dee eae Pe oe MS 
; i) eee ie es Oe -—_—.° , Fe. See es ee oe ea i ae EE, 
, ee ae a i. ‘ 1S gi: “Ge a ae oo - ; “ ah f toe aa > eae 1 ae ay one 
a oe, ee Ce: . ae es. Game ieee er. ce) ; Seal | Uy a. he ete : oe aia ae 
a 1 eae ‘ sae “pene a ; ae ae: : ae eet Man ma ae Lear in se ‘ =i F ME ee et Be 2 
§ i — | ee aes es ee © 7 ate *2ie cline ahd * ng Sl aaa ee! Semel eee 
' : <. Weee Ae aA e aes Pie Rae ae iia - Rf os se ead ti | ee 
* ene es geet a oer °- Para eee. REL = SMa . ae ae 
bee ae 4 ta x SA ms eS e's pe. a ST, ate hts Ne 
ai ae ess as ; ce y Foe Fh, eeelgeae s ares Sree oe ee aan 
; "es ee ig po a _ MAM Soe aes Ba Sees |e ‘ eed rahe et 
oo i ae ae Be ae pag rp zs a, aa (years 
> a. : MGs > <a ee ee ae Pee ee sateien tt Bem | bo crs Ge 
Sa Re moe. Oe eee Sa ae 6 eee 
Fa me Pes K aap oe a Barat state fo! eed hehe eae See 
. ae a GMI GES Si, SNE Re cee eS 3 ek e. 
‘i : ra 5 ee ere — CRESS aga? oe ea? 2 Sea 
€ , a © a 6s eet pe eae |e ee le 
eS aes ee ae eS 
ay rm ¥ ho > Saleh Fc ~ a Se, Ne tnd od pe ae = ie 
: a 4 a ene seoes een. Cao i ee 
i cal te rs 3 f a ee SiGe ae ae Be 40 Beers 
ig ope Aaa te i . , ea a ee a Bay Rie. > Bee 
os pt, ie nega a Bees pte, ee eee ee 
2 iso’ oe | ee eres a | ed a, Ses) Saree ae Sa a 
+ fo ee ae a ee a pee. a. 
= : : SSR oo nee Says Sr a oe 
eB ; ae oe ar seuss tae y ees ee oa E ee eh. 
Eee 4 bi ‘ eons . ee 30 Re a ; a EE ee 
: SO Pe id hee ) (eee. ae CC Pee ne ee Le ine 
fp Se eo My POT ta A ae Ramen Sat ee a oP ied ee ao ar Re ee ee 
e j ph, Seem : we r: ‘ os he pes a ae Eee i = i (eat ati ee eRe Set ere? 2 Ue 2 ee ies Bi) ase a 
ee ee ee aa el a a oe a a At Kenyon & Eckhardt. Inc.. V.P.-Media Director, ea aa a . ee 
e ewe ae ee i ac I i eet aan Fees 7 v.F. ees te oa ee 
Oy aaa. ; : : ce ee ei hee Ar a, = Wes. -a-b DD 6 eos eae Pon Seeing 
wae cit ea ie ees re y “aa, hai ee BP ae i MERON ne 2 SL erie ee ee es 
| , = r P. , a... ae bes 2 ae a" tr ee PPO ee Pag 
| 2 oe. 4a: Bye ae. eae” ame Ce. ia Sa Ryeae eS Ree fe ate 
i SS - wea ie & ie se Be = - oa) Se 
| ' Es eo ; ae sane! ian are oS a Pies <p Pee a 
7 | is af “i * ee ip as. re nee iS ane aes Lag cs i pig eat 
¥ ee". ae =n pa ae ae Pe ep, ARG ire ee | : 
| ee a ae shores: _ “aes ome A 7 ae 1d are as Era es 
Sse * fagh anes : See gio Pa or eA Pree Bee is oS Se bo ae oo Sah 
C St. a ge Pi % F aia Bo Ree ae ie ine io ae ee Fee ae fees ares, NG: "aes Eee S 
a i lee mat tikes Er gia te ae or write ARGOSY, 20 nd New Y ay ft 
‘ | ms } Me: ate Po le > ae , 205 E. 42nd St., New York 17,N.1Y. 0 Pe Ee 
| oe? eh er 43" ee ‘or 333 No. Michigan Avenue, Chic Me 
: : ‘2 cn” is hal ~ obiega: toe Rae, <) Fre Ae vy j a . FE os seein ago i, Illinois. aS Se SO OS Re 
ee aus + : gh Sal 2 se ae a a — ee be ee a: 2, ea He SR. oe (RRS aan 
| : ol a Bee a he hed tudes ee a : * : Sle eaee >. , es, oo aes LETS ae 
re Se iat ; te |: ee ‘ % Peete Pale Si Gael ae 5 oe ta ee ee 
: : | ss aha Se ee Sa eee ; ah aed ee ry) ip” a a ir ae A ae oe 
oe apne isk Po? athe ty ror a pe ee = as 6 te i 
eee s 4 Ror a : Pagers i Ag a Beets oa <a > aoe aes eB a - 
gee oe J a oi Ss a x i or ie a ee * Ls. a Be oe Beth - Me 4 if : 4 ea! ie 
ne & ee eS ee 'S ae \ wet ; PRET Hye cme Pe ; eng OS eee Se a fo ate ae 
ane hee ae « Pi hos —- ae See eae Pa ee ea: , i 
Beda, ipl ies a : a oo. eee, + it see a ee 
7 Rest Cinta ey aa. ; 7 emma ete. meaty gees = 0S ena ‘ae ey : ee. | 
nr Ke ae ae y ig ee ee re x eee a ee 
: ae i ae ain ae 5 x ‘ aoe ae Free ES epee er a a : 
co ae ae ? ars 0 ee Hg to een eh Let ie ae Sees ak oy) 
| ee | : Ee ie a es Le tea eee ce eo ae 
: a oe ee Py ee... ae oe a oe aha ee : 
ee ee le ail oo. ln > RU Mr 2 eRe 7 a cit ghite Rie) een ees 2 ee 
> ae ee — a oe Ree 1 ae 
5 ts os - cee ee Ce ae eet rs 5 
| & | : 2 eS oa ore ewe ai tad Mean ZA Rog De page 
’ rae BS 3 cs piss: ; : : ‘SSaeere. tee ie a eas a ig Ne i = a 
: a a : , fe ae ; aie 1 EE ee 
ee Pee S a 5 ives ae - , oe cae. .* : 3 A : 
pal Saran j ioe Pe ee ee: ate a ae is 4 ae 
ee SS a Be ees Se Je - 3 Bee 5 
i ke Save 7 es eae oe! oe Re Sheet he 1. epg ey Brats ee oy 
3 iter Pe ae ‘ 4 : Res ees Fae ie aes OS aie 2 = Beek” : 
=. : ss a oe a eS Sp ee ee A 
ce a aS %: ae ees. Se einaeaarene eg <a" me | fate i ara 7 ay a, BAe te RIE Oe a 
ace uhpereae: oho 4 Any Sees Sg Sabie aa + ar aE eae sie | ; a E 
: Ee ete. eaiaes 4 ee ree at oe ie or. ! oo a > aS 7 
‘a : ee ‘ oe Siig ae ee ours ratios a can ee Meee 2s Se 
Viger 7 an : z Pomerania. aaa =, eo eae Be eg ea og Eaters ae ; 
ae ‘gett f si ae Bei 8 oe * mee ae ye Be he Ss 3 ; ae 
aa ae Mi Patt a SE ee Baas ety ety |: ped ve ey : ae ¢ — tae 
oe ee ny oan . “PR SS eee ab aes Bees) 3 pq : : at . 
; ; Fee el a > eye.) “See pees Se eres repr ae Rs, OE Sere ce : 
| 0 i a = ie oe tine Te ae Ba a eager oe te ae Bae a Top nr $y eo ae 
re a ce , aa # te oo tern ve ia ne ae ee a a ~ ae : 
| d | es ; 7 ‘ Be eg mi : ae ey be ie an a 5G) lie Das ae? ex 
| 3 a. - Bias. oe a hale |. ee <a oe 4 pt) a ae ee ee Per start aie 
: 3 "| 3 a a Peace . ene fk. ase = ae ts Eee are ee ge? 
P eh mr ord or eres a ‘ia , = oath Nes ei an As aeeNneg ee eh eS 2 
| iy i: 3 4i : a ae we F : re: er ee “Eee te , a Re ast eee salnel iy in - 
é ae es ; ropa Sad ae — cS a eer, ae Ci en : eee fe erates : 
HPS py aah eo We * aa es ae 7 ae é vee, wks oe eee a 0 
aa ee oa ae ae ce Sate saat. Se oa ee ee el ee SO 5h ee ea 
ae ae, Ee 4 te an a. ae ‘ on ed =i. ee ee 
a Fae Hea aay > 7 ae Ny . Fee ae pres *e slice hereoae oN ae > i : ee. : 
an 4 | ee ae = : eo ee ee eg teat ot a 
Ds oe | ie . Be ee ea ee awit. ¥ a ees 5) ote pce Sacra aden tds Lk + 
ae. 5 : oo. . ee ee | ay ee - a a A eee if 
; > Sic 4 | ae ae robs Ae ak, as Be Beet. er a Ce. ee a 
| a og ie a | jane ieee : a 4 7 eae ie eo ae ey, eee 5 Gaal ‘ fa Shean t ae é 
3 a ee 4 ee , ei Re ee eae < aoe: a ee Bec eo oe _ ; Rain es 7 eet oe - aa ee eee 5 23 
| : . 2 : . , - a ce Po ae J Ya so geeaere! ; ea Soe peas pS Tic 
ep meer ene aS ne a. Se hese Coe peat oS He a ee Re Bd ie a “, a ae 
ef ee ee ; : : : Be ; La fo 5 90 ae eo. sins ’ ar Guat "s A ae | . 
ome mee So s+ ees ; Pw. ie Seer: Kee Taner { i oii ett Aa sa 2 St ieee ‘= 
foe) ae ou ae “aq ee nee ee oh cae ee Se . a "Nee . ee ¥ 
| a % a .: See oe ide. ee ; .  - ua) 4 Oo SEES a y 
F es Sa ‘ay A a " . = Bey fe fee eae Bs. Shc Pega aaa aS 3 se 7 _ Ft pe ee S = 
: 4 : = ; . oe ae - : ie ef, ae ane ata A i dae ae it aa mae a ie Pict ca e ae ere. F ae ~~? ee my tee Pees ey > re 
: a : — 4 fe a : = ee Ni > ae i eS hs: i age (ae See: eee Lp 7 id ae sh ast : sar ae 2 
; : a aie : os, is a: eae ee SP i Se eet a Se or ioe iat oe Sete i S > foe eee 
7 mike W re ay he i ete ee es nd by ig | ght as Hp Big bt a Sete Sore eS 
i ae ars os Pre os a ES sate Capes Seat ae ee ee ... es aie ee 
. | 2: eee i pe : ia ae erode a ST are me ace Se : . 
| Poe % Ey ‘ pee ls f ns " te See i: - at a, = et aaa on Ni 
+  @ 2 ; i a Pre; ait Bos 8 ae OS i ' ie oe +3 Oe ESky ae oa ror Eee i as 
; | <A hig epee Sa ee i ee ee i as (aaa ee <i eee eee as a Dae in i. oe es 
eit... es - i Bit | ee rea = Pore. ae a & : a ar 
B } a ae ri i Sai a Ses, SS Sealer eepttb: ee cs eral Me aa , ee “oe Bee a 
| : 2 Pes ‘ oes BAG Ceeeiies ae | es & a, a le ; ae, eet Fe Dal |. Teg ee 4a e 
| a . oS Gp Be : ye ig to ee i Ss oe Mita: Sa oe 
Ce xt % Ce oe eS os Beak ee. ae (a % a ae 
ae : A ei a ie ae : Fo EN RR Nag. ae Se 
.~ oo Gt ee o ag: Say e : a ee ee nie, ee ie keg a5. ae oa a] eee eae aes ae oO a 
ee ef a ; an = ae ee i. ar ge ar pas ee, ee ney ie a = ., RE een Sd ge eee “4 ae 
| | sity ee | : : ~ ni ‘ i i: = oe Bo aes cams Se eee ae ws oa Ree eae ty = 
| Cates 3 hs ter, ps thry ug a ee ee a ea Se ue See 4 “ oer 4 igh “galt ecg ole 3 
r is. Jess Vee a Bayete fs ee a eee nee fees ee hee seis = es Fh eS 
; . me Pre ah ae, es 4 : St oe ; Z pats Sr Rats i a. ee ee) te cok 
Bae ae ene! ot 2 7 J ey ees ae ae 5 a a hr fete: = et jee eS a “2 
| “ — : is | yokes ee = aa tae ee a eee 2 sO ee 3 
ae : ae 2 Jia 5 oe = ~~ aioe Se 2 5 Se RS | a a + eee eae pha = 
ee ae en ak ee tt i: gee oe es ee 1 ee, ee fs el gly. et bt ae 7 ee 
| a ie: | 3 ean Sc: eek a See . ou ser eee a a rs eet Shs eae i Fete oe er 
‘ ee 2 ay fag Oe ate Coan aaa. >) Se : i ee ; te ae es at ae ei Cee yee: ee ‘ 
as, ' z bis ae suite ee ah: 8 et ae 9 a peace 2 os - 4 oa ae ee 
| : Re 4 eee We hg ay eer : kai ee ET lige Be is See a ae pes Se a 
Bo a | 7 ‘ ms.  Reaee oe, aes iat. ae “R ie Ge: cee ae Pye et,” ea en : ae 
— : ms a . > ee ae Ae Beis | See pt es =. i so ey Beit oe os lore eae Pe seth 
7 = # ieee eae a ee fo an i.” Se i St ae oe el aes eae & 
“ ca a ae Rc me See Sy fee A EN ie ae ! 
AS a eS ts a ee toe ae 8 baer eee ie aN eR et ee . ieee 3S =a ceauat <a tee s 
Bas 7S ee 23 oe. ees, ee 3 eae are Fo a ve 4 i aa ea ee, Es i ee bi a a ee ¢ 
= e : — tee 2 : ee Pa ear oe ae er PE Be 5 ; 
7 : ca ; = aa id is ee iy A353 Fi hire 5 7 PB ey ie p Pt: Coorg el a ea. ; f 
| Bi a = “ : : i es as are tees ma eee ie , = goes: me 4 she pure per pag as pay : ‘ E 
; om # i Pi: are ve. a pao. i oy Ween! ncn a: oe A eae eae aes Deal gate ER ae 
va a a | ee eee ie Ts ae at Paes | ig, 7  s aes Pe eeaee: Oe GF y BRL 7) Le ae 
ie | be i ss oe res eee 7 : x a a ie By ae a SS ae ener er : 
oa , ‘ , is " ayo area ame Ye eee: Ey Oa; cme aaa ve ee eterno ee 
j é Be - See pegs S ls. SG eee ls ee a - Nig fee eee, ae RE ailae Aas a a +i r= 
: E | ce: aie = ao oR ge #a a) a aa ie 20. ee 
Pi oe , ee kee) ee eee a 2:3 Z eS le ee 
a 5 a , . -  * eke = a ; % aes: oe j 3 ei: 1 ns ae ae ae oe SEO Bae, od oa 
| 2a aa oe sy : peas a ee a ar : : ; ES ae Sa Be. eda fag 
: 28 ‘y - @ le : ite er geo et aah ee thie ie eee A , tN = es aes eens Je, 
| ssid | < ¢ . P : oe ee te ate = ey ee i Pa. ae Pe Ast ea <A ved 
' aii SH a Bi ea o Se Alene a Be ee ao ro a ee ; 
: ee i z ie aa RES De pees cS me erie ey soe YBa eg ae M Pie pag re 5 eee oe ee 
ie a Ca 3 — BOA le oh a ee oe Ge) ain a eee eee oe a eee nee De 
a 7 4 | ba aS e a < ieee ‘ > en eee ot; ee Wipe Bet tens Sos Se J 
; Bin, aie . } ae aa ies res. aie pe " ws 7 eae ae. & ns EE abe aa 53 
Pare —_ = 4 y 4 2 Oy ae oe ee eS oe ay a 5 Spe 2 ae Bee rae ee 
— 7 ee = eo ee Re ters on —— Meee yt Soi see ay 
a4 er ol °° Se aera oe - ee re STE ae, og Ya i moe — 2 
: oa ice Migs Sime aa Bh ah ce a aie My | ien : - oe ae : 
oy a ee aw ae ee ge ee Ct apmceya eee ca | : ne (ae ae 7 
| :.. a : | ¥ : e Bai oe oo ee Ni ee — aehcie Wes + ae Bo ae, eee deat + ae 
. : ar oe TAs, Rica ee: eee fags eB aos : 2 ae Be . 3 fe | : 
ENR ae Bece: Ee sie ae ea are a aa aS a POE eS 
' BS he a ie > ig 4 eet gerne foe * ai ee Se oe s aes Pear iS a 
a a et ia hI een: ze, oo. 7 ae Ry PS | ee x. 
, aed D : a wi ee > on a ee Bg yok | aa a 
+ Sime: es] ‘iia Be re ae eed pee ale i a a : ae $ 
os. See se x i aN Rh aM ee | : Bo RPE on See C1 > Saige Seana 2 
| | ee . ‘ ‘ pi ea ae on ee Pe Rae Beton 2 ote Sa gee a 
Ve Se aS: ys Set age it ga * - 4 ede as 7 he See ira Seer a meee eg Bae 
f oP eee 7 tae Fee SE ghee meme 8 2 ae oa TD rs 
CS ee E Feat ke BO eae Oe: ears st) a a ‘a a pr, og thee Wet, 60 
So. ae Be. a a ae ae ay “3 pee Malia ae > ay tra be ae Deter) ss, ae SP, ape t 
aa aa" , = ee = a a ' Bo tes ea Nae ee See $ ie : ee . : y (oe 
: ae = a = ee seer a ig 7 gs a 2 eee 
. 3 mn 409 Bia A * Boas, i fel eae ‘ 7 ‘ Prose ‘ ee :. cae ; : ‘a “ . 
j ee” in PRR Ea a | PIS —— ho Soe Bee tol ee Mia Cee a - 4 SA eae 
iia: Glory Alley, his | , : film. ne ee) me og ey ee ae is, aS ells een ee - Sao Nand ES 
: | in Glory Alley, his st Mi Sas ; 3 eo By a ae L ees a Na ee Se ok bg Se eae 
Sees ee ak or . ete oe | rer oan ag a 5 tg Sree & 
aa chieeae gic Be oe oy ae 0 Ah ee past: ie ic ay gies ee Peay SS >:/ ptt ce i 
: re ya Be 4 ‘ Dain “een ‘aoe a eos ‘ caren es 4 As | 
: @ Sea son ei dal tees nn pee ee ee ere 
y — 4 o oe Ble: ae. a Fae ies eis fee: ig Fg ot at mike 
: ms ae vi : as ‘ 1 eee 1 eels meee ce peepee | ep ; i C0 i Ai : 3 
2, ar ee ; on oa : ene +e bet os Aer aa CRS sale Pane Pee te shes 
_ me : ° | ae ae : et 6, eae 1 aN a a — Se Fe get id Ges Ta ae ty ies ie 
ts a ‘< eee’, Gan saa SS ss, a Bee se sew PaO A nt SO AIO > : fi a 1g oe > Seen oe 
PRG? i Ae pic oe : CC ee ee ee Jonge tam < o) ee ; ————— ee Seri eS 
Os eee > eee Pee coe > ies “scene a ose a <a Aa eee ; i ae ea ree ——— - ees, ST, 
mee 2 9 ie SG ee ; — : oan nee ae oat) A ee a ae oe ; = 7 P ae = . 7. 4 a crea A oO satan ae aa Re a 
‘ a ince oe aan re Re ee es 3 Fe ae 
Be as es i See ee oY “fs 7 : ag op pe ee FOS Chace Par ee) 
r Var as a aa 7 “3 a eae 
ee em ~ 
4! Oo an .¥ Mt 


if 
Guns —— 


NEW 
STORES 
HE TOTAI 


JOURNAL-AMERIC 
IN ANY OTHER NEW 


a eel eke, eee Sere ie ae ee i, eet . st 3 Bn one pe r ees canes en! ey Raa eens) ae ne ae 
——: ~ a 
5 | 
1 | 
F y) | 
; ; : 
| f | 
Ge «4 ii Pp 
ar: } ~ ¥e 
he S. { > 4 . ; ’ { 
: ‘ i 3 ' j N = 
Nae * id " — +. 
x “ oSad a ea = he a 2 
ye T wal cae : — Y ae 
; ae 0lOClUC«CY a ee ) {1 
* ~ See mae ts aan Se 8s 4 
a , u : ae 4 f : i. 2 2 & 
: Oe K . aw 
f ‘ : = a = es é : 
ee a - - . § Ps . ty « @ y = 
ae, , = a . ¥ : af ad 
— A ee e as 4 3 Ps Pp 
a « : he . ie j : ee | 
>t vo re b ss >" 4 : i ¢€ % : + | 
’ : . = = — 
t es f & ; ‘gt 
&§ y) — oe “, 28 5 
2 f es: é a » an 
; ‘Ss ae ‘ = 
A ” > 4 
uv : > ~ a ee eh 
— ‘ , ’ a Akg tke |. 
3 . : an ee ES ae 4 
of : Fs Rs, r F 
est | 4°74 : 
— sll Oe : : i oS 
a : oo = Aa . uf Sy 
aan lt pt ; ae | 
ie a eg - 
—— fe 
i ¥. \\ > Ts fe 
WE ‘. ee. 
. * : eee gi ee een 2 pues 4 
Ps 
# 
2 ; 
ve 
“ 
i ° 2 ee ; 
i | 
r ( 
‘ » 
“ eo 


‘oe 


/YORK CITY FOOD’ | 
5 THAT DO 59% OF | 
i. RETAIL GROCERY 


| ‘ 
4 
| 
* , ‘ “ iit < - “ ; t 

=. 


NEWSPAPER 


ORES AS Bag 


NEW YORK 


| ay Y- 
VAN AMERICAN }{ PAPER }{ FOR \2Q2U//[/\\\W—7 THE JLAMERICAN J PEOPLE 7 


. 


A HEARST NEWSPAPER: 


2 cee gS ete Sees eS Pe do ee a eee cya +o, Ne eee eat Rs) pe a RS NG a ral 
ge Ot ee : j Sager * 
ae 
| - | 
; Zz 
} ¥ 
} . 
s | ¥ 4 
i | wap , 
wf 
: i Ett 
* 2" 
a a 
; _ 
: m2 
toe ; : wee ¢ ee] 
va * 
‘ a v 
bed, ' =. 
: 5 
i ; ee 
: : ' a3 
# ; pe « 
i P re ed 
= 
4 
i 
% 
ae 
= 
o 
. 2 q ba =f 
: wed, Pe aie ia ot) oe ke ER Eee ee ie ae ce TM BS ; 4 ¥ eae 
~ ‘ . oe ee ; ye ae 3 | we Saga Pip Se ES ig MR ai is ae ae ‘ & ‘ by ‘2 a 
E ~ iz 
‘| mee 
be | 2 z 
: ro 2 4 ;. “s ‘ Seat 
; . aa awk ? La 3 < 
| i ew 
: 4 . 
: : , Mi wh 
: « ey * ; py 
eee | i in — es a ee a be ee ee as 
te BO es She ad ‘ _ Sah Pie ce” ae ‘ee I ae ee at a eee fie ae 
a oo ee ; ae sae ; SR ees nS ig 
re gee “ea ‘ FD hae ees r : 
: ao , ~~ f»— > — = ee ees : 
2 7 i. ee —_B— er — =) = : 7 ee ES 
Y a 52h ee ———_ a —— = exx—_ eve = aga ae — -- - x we Po ds PA = 
f i --B- —EES 3a wee 1 —i- J, "ELAS a 
: ee ee —Cgag * * Ea @ ier _| mel bee a aes ae 
ae — ad DOK" SHE 7 aE ee es: 
: ae .. ’ -D. ; Y. f , Oe ag ei tee ee 
j d “ae . ; ; eee ot ge ke 
c a as : : ? : ee ie - : 
a aie oe . ae > (at ea 
: : Cpe ee t ee * ae ae Pa 
I pes Sawaal fe. on 
3 eee ee 2 van sees ue ae ye a 
- eae kt. kee Wiedia 2 F Fa 7 ey ae. ‘ 
: SE gm I eae gh pee Dees: : 4 f a ar ¢ 
‘ eee ee Bese aaa oe: pee Sr Des oar: o=4 ; orice oe Bice 
3 co i, eee eg oe 3e os P REPRESENTE. BY <n eer ‘ae rene co 7 :- 
ae oe TIONALLY SENTED BY HEARST ADVERTISING SERVICE ee or foo 
P Ri Se 
ce ie oa 
" _ ay tii ; a ; ; |B ee 
= We eee ee ee “ee a MIMI 2 ihn: a? sea ge a a a pats Sor MGS as ho i. 8 
Pair: ty eee Volt eae SNK Wee co Be ee Ge 2 (eee oA Aaa Pee 7 SO eee OM peg 


46 


Net Opens Office in Denver 
Intermountain Network, with 

affiliates in eight covering 

42 stations, has opened offices in 


states 


Denver. Denver affiliate for the 
chain is KFEL, a Mutual station. 
Manager of the new Denver of- 


fice is Ken Palmer, formerly with 


. . » you are 
looking for 


NATIONAL 
DISTRIBUTION! 


if you are # manufacturer, distributor, or ad 
agency man t will pay you to get all 
he facts about quick, low cost national 


tribution produced by the direct-to-consumer 

ales method 

The se * of our experienced merchandising 
are available at no cost or obligation to 

you for initial planning, preduct and 

market analysis, copy assistance and follow 

through . Learn about this old and proven pian 


that can start thousands of sales-wise men and 

women working for you in 48 states at 

heir own expense. Write now to 
OPPORTUNITY MAGAZINE 


Dept All®, 28 FE. Jacksen Bivd.. Chicage 4. Ul 
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to it is the.. 


Arkansas Governor Asks Investigation 
of Utility Companies’ Ad Expenditures 


Litrte Rock, ArK., March 11— 
A state investigation of advertis- 


ing expenditures by private utility | 


Arkansas 
by 


was 
Gov. 


companies in or- 


dered last week 


Sid | 


sion his order resulted from a| 
study of the Arkansas supreme 
court’s opinion in the recent South- 


McMath as part of a move to cut} 


the rates of some utilities and fore- 
stall increases proposed by others. 

The State Public 
mission, in an unprecedented order, 
was directed to audit the books 
of private utility companies in an 
effort to eliminate “questionable 
and political” expenditures from 
their rate bases 

Included in a five-point directive 


Service Com-| 


| western Bell Telephone Co. rate| 
case, decided last month 
8 Calling attention to a charge 


| that Southwestern was using part 
of its revenue in a newspaper and | 
| radio campaign “to win the public 
| to the idea of a rate increase,” the | 
| court endorsed a statement to this 
| effect: 

“The record does disclose some 
unusual and excessive expendi-| 
|tures charged to the advertising| 


practice of the company in using 
the ratepayers’ money to conduct 
an advertising campaign to in- 
crease the rates proposed to be 
charged the ratepayer by the com- 
pany.” 


s Then the court said, “The utility 


| must use all its receipts as though | 
they were a public trust. Receipts | 


must not be dissipated in an ef- 
fort to get further increases from 
the public.” 


In his order to the commission, | 


the governor said, “I am particu- 
larly impressed with the apparent 


holding of the court that invest-| 


and construction costs 
utilities must have been 
incurred to justify the 


ment 
public 
prudently 


to the commission was the order} account, and admittedly some of| inclusion of the costs in the rate 


to determine amounts charged to 
advertising, legal expense, contrib- 
utions, travel and entertainment 
and “related matters.” 

The governor told his commis- 


| the advertising expense was in-| 
| curred in connection with the ap-| 
| plication for a proposed rate in- 

| crease. The Commission (Public| 
| Service Commission) condemns the | 


base of the utilities. 

“Since the amount the public 
must pay for utility service is ar- 
rived at by applying a rate of re- 
turn—6%, in Southwestern’s case 
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Canton, Ohio is 
.a KEY Market 


Total Effective Buying 


Income: $421,603,000 


Key Facts: The compact Canton Metropolitan Area thrived 
abundantly in the 1940-1950 period. For example: retail sales are up 


205% . .. wholesale trade is up 204% 


. . . population increased 


20.5% ... industrial wages gained 205% . .. 52 new plants 


were added 


. . « industriak employment advanced 65%. 


One newspaper, the Repository, covers the Canton market— 
96.7°% city zone coverage; 99.4°% home delivered. No other newspaper 
gives you merchandisable coverage of this key market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 


of | 


Advertising Age, March 17, 1952 


—to a specific rate base, it is im- 
portant that the rate base be based 
upon proper purchase and con- 
struction costs. 


e “A public utility is a state-cre- 
ated monopoly with an assured 
profit. Its funds come from the 
people...Since the people must 
pay for the construction of utility 
property, they are entitled to know 
whether it was done at the cheap- 
est cost. Any costs found excessive 
should be eliminated from the rate 
base. .. 

“It is not fair that the public, 
the consumer, should be required 
finance elaborate advertising 
campaigns by utilities seeking to 
advance some political philosophy. 
Neither is it just that the utility 
ratepayer should bear the costs of 
|excessive ‘business’ expenditures, 
| involving lavish travel and enter- 
tainment expenses, executives’ ex- 
pense accounts, and disguised gra- 
} tuities.” 


| PRESIDENT RIPS ADS 

| OF PRIVATE UTILITIES 

| CHicaco, March 13—President 

|Truman today assailed private 

| power interests for unleashing “one 
of the most vicious propaganda 

| barrages in history.’ He said the 

|} campaign is an attempt to wreck 

| the public power program. 

The President charged that pri- 

| vate power companies are deduct- 
ing from their income tax returns 
|the cost of lavish, full-page ads 
| “denouncing the ‘socialism’ of our 
| public power program.” 
These charges were made in a 
|} statement read to the National 
| Rural Electric Co-Operative Assn. 
meeting here. 


to 


| Project Three New TV Series 


National Broadcasting Co. has 
appointed Dougfair Corp., Holly- 
wood, to produce three new TV 
film series. Douglas Fairbanks Jr., 
head of Dougfair Corp., will super- 
vise the production of the films 
and appear in one of them, “Inter- 
national Theater.” The other ser- 
| ies are “The Silent Men,” now 
heard on radio with Mr. Fairbanks 
| as star, and “Foreign Legion,” an 
| adventure drama. 


Clairol Signs Hollywood Show 


Clairol Inc., New York manu- 
facturer of a women’s hair prep- 
aration, has signed to sponsor 
“Let's Go Hollywood” over 10 Cal- 
ifornia stations of the CBS radio 
network. The program is aired 
Sundays, 10:15-10:30 p.m. Shevlo 
| Inc., New York, is the agency 


= 


See 
March 31st Issue 


(Advertisement) 
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Along the Media Path | 


e With its February issues, U. S. 
News & World Report crossed the 
500,000 mark in net paid circula- 
tion. That’s more than double its 
circulation in 1945. And ad gains 
have also been big. The 1951 page 
gain over 50 was 43%, and so far 
this year ad volume is up 44% 
over ‘51. However, no change in ad 
rates or guarantee is planned for 
this year, according to John Sweet, 
executive v.p. and publishing di- 
rector. 


e A fund-raising campaign for 
Pilot Dogs Inc. netted mail con- 
tributions of $6,527.44 through a 
central Ohio drive over WBNS- 
TV, Columbus. The campaign was 
plugged on 17 locally-produced 
shows during the second week of 
February. Pilot Dogs is a non- 
profit organization which trains} 
guide dogs and gives them—at no 
cost—to the blind who are poor 
and friendless 


e National Home Demonstration 
Week, scheduled for the first week 
in May, will use a Farm Journal 
cover as its official poster. The 
cover was used for the farmer's 
wife section in the February issue. 


e A new small-town study by | 
Harper’s Magazine confirms pre- 
vious surveys that show liquor 
consumption proportional to in- 
come. The more you make, the 
more you drink. However, the 
magazine also reports that when 
you bring education into the 
picture—and combine it with 
money—there is still a greater 
jump. 


e Town & Country says it ran 
more fur advertising than any 
other magazine in 1951 because it 
has the readers “with the money.” 
It lists average income of its read- 
ers as $30,000 


e True reports that its February | 
issue hit an all-time circulation | 
high of 1,919,000—a bonus of) 
500,000 over the 1,400,000 guaran-| 
tee. | 
e@ Woman's Home Companion al- 
so hit a new high with its Feb- 
ruary issue—over 4,600,000 circu- 
lation 


e WFIL-TV., Philadelphia, has is- 
sued a four-page folder to an- 
nounce results of a post card sur- 
vey covering 10,500 homes. The 
station found that reception qual- 
ity of WFIL-TV in 27 counties 
iveraged higher than fair to a 
good signal. 


e@ Men's Wear Magazine, a Fair- 
child publication, announces that 
20 newspapers from coast to coast 
will publish its syndicated fashion 
section this spring. The syndicated 
service was inaugurated last year 
with 13 newspapers participating. 


e A tie-in promotion for depart- 
ment and jewelry stores is being 
offered by Seventeen in connec- 
tion with its April issue. The mag- 
wine will carry a six-page illus- 
trated section to guide its young 
women readers in the selection of | 
a “hope chest.” Seventeen will! 
supply retailers with a complete 
promotion package. 


e The Putman Publishing Co., 111 
E. Delaware Pl., Chicago, has 
available for all who want it a 
study of orthodox readership sur- 
vey techniques. Called “We Made 
a Reader Survey,” the report sug- 
gests that most present research 
methods are unsound and that ad- 
vertisers are being told what they | 
want to hear. | 


e@ NBC has published a new hand- 
book, “Operation Backstage,” 
which tells in 80 pages how a TV 
show is produced. Limited copies 
are available to professionals en- 
gaged in television production. 


e The Register-Guard, Eugene, 
Ore., is putting up a $500,000 new 
home. The paper will move into) 
its new plant (at 10th and High 
Sts.) by September. 


@ Charm conducted its annual 
“Two Weeks with Pay” promotion 
at its New York showroom last 
month. Showroom displays fea- 


' tured fashions for working women 


planning their vacations, plus a 
display blueprint designed to spur | 
summer volume. Throughout the 
vear, the showroom features mer- 


chandise from the magazine's is- 
sues. 


e Seventeen reports it carried 
more national ad linage on silver- 
ware in 1961 than any other of the 
101 publications analyzed by PIB. 
For the 12-month period, it car- 
ried 48,450 lines, up 31% over its 
1950 silverware linage 


eA record of consistent trade 
publication advertising for two of 
its advertisers—70 years without 
missing an issue—is claimed by 
National Bottlers’ Gazette, New 
York, with the March publication 
of its 70th birthday issue. The two 
advertisers are DeLisser Extract 
Co., New York, and S. Twitchell 
Co., Camden, N. J. 


Wyman Co. Adds Account 

Rowe Wyman Co., Cincinnati, 
has been appointed to handle ad- 
vertising for Hall’s Safe Co., Can- 
ton, O., maker of safes and filing 
equipment. 


Lockman Joins KECA-TV geles, has been appointed sales 
R. C. Lockman, formerly a sales representative for KECA-TV, Los 


representative for KTTV, Los An- Angeles. 


47 


Ryotd and Effective 
Distribution ot Kadio Releases 
and News Mats 


i, 
‘ay Lib 


D. Howard Doane, St. Louis, Missouri, has 
worked out a new method of producing beef... 
using low-cost grass and pasture instead of high- 
cost corn, with outdoor housing replacing expensive 
barns, and self-feeding saving labor costs. The 
result promises to give the U. S. consumer more 
steak, at reasonable prices! 

In cooperation with SUCCESSFUL FARMING, 
the Doane Grassland Farms this Spring will hold 
open house... show steers, amplify details. And 
SUCCESSFUL FARMING presents the revolutionary 
Doane method with 26 case history pictures of steak 
on the hoof in a recent issue... of interest to 
advertisers as an illuminating instance of better 
JSarm business making better markets! 


Farming is business... moving 
constantly forward, utilizing the 
atest research findings, developing 
new techniques and methods for 
getting more steak per steer, more 
eggs per chicken, more milk per 
cow, higher production at lower cost. 


. 


And the farm homemaker, like her businessman 
husband, is continually alert to improvement... 
rebuilds or redecorates the farm home, adds new 
furniture, furnishings, and decorations... is today’s 
best prospect for quality merchandise. 


Best class marketf...is the Successrur FarMine 
audience of 1,200,000 families, with nearly a million 
on the nation’s best farms in the fifteen agricultural 
Heart states, with the best brains, top investment 
in livestock, land, crops, buildings 
and machinery, the highest yields 
and incomes. The average SF 
subscriber's earnings are easily 
30° above the US farm average. 

Advertising in general media 
misses much of the best market, 
needs SuccesstuL FARMING for its i 
deep penctration, high readership, wide 
influence ...to balance any national advertising * 
schedule. You’re not getting maximum sales if you 
overlook this market and medium. For full facts 
call the nearest SF office. 


Merepiru PusiisHinc Company, Des Moines... 
New York, Chicago, Cleveland, Detroit, Atlanta, 
Los Angeles, San Francisco. 
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Earnings of Advertisers 


Share 
Sales Earnings Earnings 

Company 1951 1950 1951 1950 1951 

Admiral Corp $ 185,925,058 $ 230,397,661 $ 9,586,833 $ 18.767554 $4.97 $ 9.73 
Allegheny Ludlum Steel 229,090,224 177,961,693 8,834,140 9,814,891 5.40 7.07 
American Home Products —_ —— 11,565.373 11,844,030 3.01 3.08 
American Tobaceo Co 942 552.034 871,621,130 33,109.669 41,732,716 5.57 7.17 
American Telephone & 

Telegraph Co 3,639,462,.365 3.261.528.032 493.164.486 472,113,500 —_ —_ 
Armco Stee! Corp 534,234,687 439.296.931  35,004.487 47.000.505 6.69 *11.76 
Armstrong Cork Co 201,.134.473 186,766,670 8.529.600 12.433.231 5.35 8.13 
Babeock & Wilcox Co 164,174,351 139,671,402 8,004,782 9.452.760 5.67 6.70 
Bates Mfg. Co 60,006,538 63,593,473 §8.459,.828 4,019,731 1.32 2.20 
AS. Beck Shoe Corp 46,762,599 42,925,475 1,171,123 1,446.67 2.30 2.95 
Bell & Gossett Co 15,725,881 15,156,041 941,358 1,268,988 2.46 3.32 
Briggs & Stratton Corp 38,494,381 27,039,735 2,937,238 2.677.442 4.94 4.50 
Brillo Mfg Co — — 437,167 650.106 2.96 4.35 
Budd Co 317.664,.486 290.409.538 10.882.613 18.425,800 —_ — 
Carpenter Paper Co 63,885,811 52.184.089 1,792,090 1,602,875 7.24 6.43 
Carrier Corp 81,325,187 70,.218.500 3,588,163 3,948,652 3.90 4.31 
Cluett, Peabody & Co 79,955.675 78,290,820 3.761.893 5.685.714 4.% 7.08 
Congoieum-Nairn Inc 48,447,877 48,790,139 2,254,037 4,084,022 1.81 3.28 
Container Corp. of 

America 212.562.019 154.841.198 12.065.997 12.016.626 5.91 5.87 
Cuban Tobacco Co 13,080.022 11.466.758 127.748 177.270)=—s 11.61 16.11 
Curtiss-Wright Corp 176.625.380 135,662,863 6.908.216 7.278.564 0.71 0.77 
Dan River Milis Ine 112.106.490 8.155.378 5.812.655 %&7.143.957 3.77 465 
Duquesne Brewing Co 17,548,249 16,189,993 217.296 1.160.578 1.46 1.85 
OWG Cigar Corp 14,437,524 13.675.936 478,371 563.793 1.25 1.48 
Eastman Kodak Co 542,.284.510 457.778,775 49.025.906 61.858,957 3.23 4.50 
Ekco Products Co 35,.221.419 31.552.918 2.751.575 2.885.688 314 3.43 
Ex-Cell-O Corp 60.225.962 35,530,394 4.455.186 3,548,407 6.97 5.55 
Fairbanks, Morse & Co 116.087 .596 85.423, 868 4.905.556 3.840.247 4.09 3.20 
Federal-Mogul Corp 36,122,216 25,694,852 2,915,153 3,133,920 5.21 5.60 
General Tire & 

Rubber Co 170.771.5211 125,375,521 7.790.467 8.557.616 12.48 13.88 
Globe-Wernicke Co 17,095,821 9.932.159 628.945 463,449 1.93 1.41 
Great Northern Paper Co 39.861.620 34,383,223 4.738.427 4.319.961 475 4.33 
Hammermill Paper Co 29, 369,580 23,592,153 1,808,900 2.014.395 5.82 5.19 
Hart, Schaffner & Marx 61.672,439 59.257. 388 1.518.752 §§§1.647,733 4.34 4.65 
Hunt Foods Inc 62,772,849 59,.541.235 2.608.602 4,822,742 4.71 19.00 
Internat i Business 

Machines Corp 266.798.4883 214.916.7116 27.892.089 33.301. 308 +61 11.48 
Internat’! Harvester 270.877.0000 260,140,000 10. 364.000 12.509.000 0.68 0.86 
S. S. Kresge Co 310.977,586 294838.953 14,924.429 19,703,401 2.70 3.57 
Link Belt Co 118.437,217 83.176.875 8.166.453 8.586.675 493 115.21 
Lion On Co 86,466,609 81,960.327 11,751,026  13.988,245 4.37 5.98 
Lone Star Brewing Cc 7.679.239 6.152.895 824.929 1,139,982 1.96 2.71 
P. Loriitard Co 188,447,430 167,936,931 5.126.472 6,737,768 1.78 2.69 
Minnesota & Ontario 

aper Co 58.403,589 51,323,786 5.432.438 5.260.462 4.22 4.09 
Mohawk Rubber Co 20.884,078 11,551,554 1,072,313 596.097 — 
Monsanto Chemical Co 272,845,034 227,135,206 23,477,884 26,220,333 4.70 5.3 

tional Gyosum Co #5 489,000 75,990,039 7, 395,98 9,286,528 3.12 419 

jonai Tea Co $61,321,293 315,218,947 3,607,930 5.214.563 2.14 3.31 

er Air Lines 3,601,892 3,237,222 94,079 165,575 2.16 1.84 

e Oil Cc 329,179,788  299.880.683 33,593,727 30,329,084 7.88 7.06 
Radio Corp. of America 598,.955.077 586.393.450 31.192.732 46.249.865 2.02 3.10 
Reynolds Metals Co 215.704.848  166.925.510 15.837, 846 12.599.731 10.50 8.32 
Rutkwood & Ce 2.724, 355 3.262.527 376.849 785,639 1.45 3.87 
SeRob Ruppert Brewery 25,109,212 19,.237.157 479,099 1.610.379 0.68 — 
Simmons Co 154.020.191 139,397,801 5.166.521 8.717.813 410 7.26 
SBrdard Brands Inc 342,928,989 301,431,708 9.463.672 10,172,980 2.74 2.96 
St@ndard Oil Co 

Lindiana) ; 1.539,119.806 1,302,990,269 148,697,356 123,581,477 9.71 8.04 
Sombery-Carison Co aa — 685.777 974,731 1.66 2.53 
Timpson Products inc 194.899,449 123,312,550 7,687,246 8.252.459 6.20 7.51 

n Roller 
Bearing Co 188.656.0188 144,954,617 14,068.109 15,402,720 5.81 6.36 
r Co 24,658,498 14,540.822 1,279,719 1.305.882 4.05 4.14 
576.455 27,632,963 2.159.712 2.061.072 3.60 $44 
Corp 75,178, 350 58.113.175 4,970,509 4,926,840 6.77 6.71 
1 Carbon Co 33, 381.750 29.780.195 3.645.561 3,364,654 4.58 4.23 

ed-Carr Fastener Corp, 39.508.718 34,.613.841 2.496.729 3.509.080 409 5.75 

ior Chemical Works 32.691.657 28,483.023 2.880.437 3.754.510 150 2.23 

ner & Swasey Co $2,942 .865 18.750.754 1.939, 356 1.690.843 2.40 2.09 
Watters Electric Co 154.995.360 758,063,750 (45,812,204 $138.646.951 4.03 3.68] 

tinghouse Electric 
be A) 1.246.979, 324 1.027,649,505 64,578.202 77.922,.944 4.03 5.46 


HE based on present number of common shares outstanding, earnings would be equal to $8.84 a share 
not give effect to return of taxes for prior years of $367,000, equal to $0.21 a common share 
; cludes net profits realized from sale of non-productive properties equal to $0.53 a share 
Exclusive of prior years. credit of $230,417 representing adjustments in respect of buifding 
leasehold improvements 
ne to reflect a 5% stock dividend paid in November 
?PAdjusted to effect of two-for-one split in March. 1951 
ss 


and 


1951 


s 
ii iested to reflect the share-for-share distribution of common stock made June 30 1951 


t come including adjustment of prior years. equal to $4.36 a share 


t 1950 the company adopted the policy of providing for the cost of vacations during the period 
in Which earned leu of charging the cost of vacations to income of the year im which paid. Ac 
CoMfingly im addition to the cost of vacations paid in 1950. provision was also made for the estimated 
at@ual applicable to 1950 operations for vacations payable in 1951 The effect of this change 
WHE to reduce the 1950 net income by $6,600,000 

— _— 
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Harnischteger Is Exec V. P. 

Henry Harnischfeger has been 
elected to the new position of ex- 
ecutive v.p. of Harnischfeger Corp., 
Milwaukee. Mr. Harnischfeger, 
who has been a v.p., is a son of 
Walter Harnischfeger, president 
of the company. 


Kuljian Switches Agency 
Kuljian Corp., Philadelphia, en- 


gineer and constructor, has ap- 
pointed Roland G. E. Ullman Or- 
ganization, Philadelphia, to di- 


rect its advertising. Al Paul Lefton 
Co., Philadelphia, previously had 
the account. 


‘Drilling’ Names Robinson 
Spencer W. Robinson, who has 
operated his own advertising and 
public relations agency in Houston 
for the past three vears, has been 
appointed to head the Gulf Coast 
office of Drilling in Houston 


Appoints Shappe-Wilkes 


Blonder-Tongue Laboratories 
Inc., maker of signal amplifiers 
and_ distribution systems, has 


named Shappe-Wilkes, New York, 
to direct its advertising 


March 17, 1952 


Advertising Age, 


BEST WISHES—Henry M. Stevens 


left), senior v.p., J. Walter Thompson Co., re 

ceives congratulations as new chairman of the National Outdoor Advertising 

Bureau from outgoing chairman, Harrison Atwood, chairman of the executive com 

mittee of McCann-Erickson. Mr. Atwood continues as a NOAB director. Four new 

directors of NOAB are Joseph Braun, v.p., Kenyon & Eckhardt; L. O. Holmberg, 

v.p., Compton Advertising; Henry Legler, v.p., Warwick & Legler, and A. W. 
Neally, v.p., Batten, Barton, Durstine & Osborn 


vi S37 
- RE Ss ‘ 
i: , re Pa fe ‘- tae a ae a. ahs 
: ae A ie rk sed 
fi Pe 4q | Py =| - ™ 
i ee |) a 
: om Wh is Fae | 
nis re, ae ae Meee’ er Oo ‘ 
a . a ae i. a 
a . ae a r 
NY . a »  . ta A 
te : a - | 3: saa i 
| fa 
‘ Tl i 
be ™ 
a 
o 
i 3 
‘3 
1 The rego nlany 
A ¢ ; Q ' 
f! ; et : i , ’ PA 
— ) | 
e oT 
°F 
es { | 
: ‘ | 
ay 
a | 
a 
re. g 
b ' ee ae | 
. | 7 | 
i a - “iy oe 
3 . 4 a 
“ = | \ 
oy — cz 1 a 
za e $08) Na a 7“ — \ | » « my i 
yr there's nothing else like it in Canadaly | \ é BY a | 
“Mc oo gee : \ | | 
4 te f ie | / = \ Zs | 
; hn) is GB — gid YY @ 
; % be > 4 $ y a ALN : \ A 
: ig ) ; — ca : | fa ‘a. 
5 ‘3 / L/ 2 |, aE < 
: i F 2 QYF ~ Vit 
rath . - ot Z ar / | S| : y 
e * =D S| | x Ae — 
= 3 ; WY i al \ o 
2 Rs “ ; mat \ \ 
a J | | ( ina \ 
= , No « publ \ : 
ei. Se | { 
2 ; 
mh // | \ ‘ 
yee \ i 
i 
: 
" ; 
| the STAR WEEKLY ; 
‘ a 
Hy ee \ iy 
5 i 
nf Ahead : EERE P ERE 


Advertising Age, March 17, 1952 


a 


83 Magazines or Groups Now Offer 
Various Discounts to Advertisers 


CuicaGo, March 12—The time 
seems to have arrived when dis- 


counts are the rule rather than 
the exception in the magazine 
field 


Last week Redbook announced it 
will soon offer a volume discount | 
to advertisers using 12 more | 
pages. This is in addition to its | 
frequency discount for ads in 12] 
consecutive issues (AA, March 10). | 

Redbook joined the group offer- | 
ing discounts about a year ago.| 
Last year only about half a dozen} 
other magazines also announced 
discounts of various kinds. But 
by now the total has reached more 
than 80. This represents more than 
half of the major national maga- 
zines. 


or 


® To show what other magazines | 
are offering advertisers in the way | 


of a discount, AA has checked the 
rates published in Standard Rate 
& Data Service. The publications 
checked are those listed in AA’s 
monthly advertising linage report, 
with the exclusion of Canadian 


national weekend newspapers 
(roto), Canadian and foreign 
classifications. 


AA found that the discounts of- | 


|fered are of several types—fre-| 


quency, quantity, combination, | 
number of editions used, dollar 
volume spent, and in the case of 
Christian Advocate a 10% discount 
is given to accredited colleges and 
high schools. Eighty-three out of | 
153 checked offer some kind of | 
discount. 

Most discounts for frequency | 
given by monthly magazines were 
for 3-time, 6-time and 12-time.| 
Weeklies allow discounts for 13-| 


|@ Quantity 
15% 


i 


time, 26-time, 39-time and 52-time |! 
insertions. Discounts in the first 
group ranged from 5% to 15%;| 
5% to 25% for the latter group. | 


discounts vary from 
to 15%, depending on the 
number of pages used. Magazines | 
usually require six pages or more | 
before giving a discount. Some! 
require a total of 12 pages within | 
a year. | 

Listed below are the magazines | 
that give discounts and the type! 
of discount offered to advertisers. 


| F-Frequency. Q-Quantity. E-Num- | 


ber of editions used. C-Combina- 
tion. S-Special. D-Dollar Volume. 


WEEKLIES, BI-WEEKLIES, SEMI-MONTHLIES 
Christian Advocate sce 
Cue 


Life F 
Look 

New Yorker F 
Newsweek F 
Pathfinder .. F | 
Presbyterian Life F 
Quick F 
Saturday Review FQ 
Sporting News ... Q 
ime ‘ FQ 
U.S. News & World Report F 
McCall's F 


Parents’ 
Today's Woman 
Western Family 
Woman's Day 
Woman's Home Compario 
August, 1952) 
GENERAL 
American Artist 
American Forests 
Argosy ... . 
Atlantic r 
Cosmopolitan 


(elect ve 


7" m2 + 


Harper's Magazine 
Improvement Era 
Motor Boating 
National Geographic 
Our World 
Promenade 

Redbook 

Rotarian 


alnslealns Iealainalnal -1 -1 —1 —Iealnainal — tealnal 
oC 


Yachting 


HOME 
Better Homes & Gardens 


Living tr 

Sunset Magazine 
FASHION 

Charm 


Glamour ... 
Mademoiselle 


OOoOn "oOo 


PRE ‘ 

MOVIE-ROMANCE-RADIO 
Dell Modern Group 
Fawcett True Confessions 
Hillman Women's Group 
Hillman Romance Group 
Ideal Women's Group 
Quality Romance Group 
Revealing Romances 
Secrets Romance Group 
True Story Women's Group 


NOOSOOOCooOn 
<3 
o 


o 


reaches. 


————— 


you’RE IN T 


48.4% of total market 
retail sales ore '" Port: 
land and Retail Trading 
Zone. 

51.6% of total market 
retail sales ore in the 
balance of The Oregon 


Market. 


mork 


HE LEAD 
WITH THE OREGONIAN: 


The Oregonian 
Leads in City and 
RTZ, plus total : 

et circulations, 
doily and Sundoy- 


MORE WOMEN.. 


than any other 
selling medium 
in the Oregon Market 


More support for your product... 
by more advertisers... 
to more readers in... 


the Oreg 


Largest Circulation 


in The Pacific Northwest 


Represented Nationally by MOLONEY, REGAN & SCHMITT, inc 


onian 


PORTLAND, OREGON 


49 
BUSINESS 
Business Week F 
Duns Revew F 
Forbes F 
Fortune F 
Modern Industry F 
Nat on's Business Q 
YOUTH 
Boys Life F 
Child Life F 
Open Road Magazine Q 
Scholastic Magazines FC 
OUTDOOR & SPORTS 
American Rifleman F 
Hunting & Fishing Ff 
Outdoor Sportsman 
SCIENCE & MECHANICS 
Mechanix Illustrated F 
Popular Mechanics F 
Popular Science F 
DETECTIVE & FICTION 
Macfadden Men's Group Fc 
Thrilling Fiction Group F 
FARM 
Farm & Ranch—Southern Agriculturist QE 
| NEWSPAPER SECTIONS (1) 
| American Weekly FQ 
| Parade Q 
This Week Magazine QF 
| NEWSPAPER SECTIONS (II) 
| First 3 Markets Group ac 
FQ 


This Week—N. Y. Herald Tribune 

N. Y. Sunday Mirror Magazine Q 
Puck—The Comic Weekly Q 

COMICS MAGAZINES 
American Comics Group 
Fawcett Comics 

Harvey Comics Group 
Marvel Comic Group 
National Comics Group 

| *Four-color only 

sShopping Center Section 

t With Charm and Mademoiselle 


co *o™7™ 


Appointed by Weintraub 

Jean Richter has been appeinted 
an assistant radio-TV producer at 
William H. Weintraub & Co. 
New York. Prior to joining the 
agency a year ago, Miss Richter 
was associated with National 
Broadcasting Co 


Fatin Joins Fantashers Inc. 
Neal V. Fatin Jr., formerly pfo- 
duction manager for Bowmag & 
Block, Buffalo agency, has bé@en 
appointed to the new position of 
advertising and sales promotion 
manager of Fantashers Inc., Buf- 
falo : 


Condon Bros. Names Agency 

Condon Bros. Brush Co., Pifts- 
burgh, has appointed John RC 
Williams Co., Pittsburgh, to dig®ct 


its advertising. Principally, mag- 
azines will be used. : 
; = 
. = 


...@ practical reference book 
for the industrial publicist— 


“PLANNED 
INDUSTRIAL PUBLICITY“ 


ometrecur ty, 


+ 


by GEORGE BLACK, Manager 
Public Relations Division 
The Cooper Alloy Foundry 
Hillside, N. J. 


© FIRST comprehensive reference book 
on the purpose, scope, operation ond 
evaluation of a planned program of 
industrial publicity 


eee 


Co. 


DETAILS for creating an effective pub 
licity program .. . organizing it, put 
ting it into operation and evaluating 
its results. 


© PUBLICITY TIPS for advertisers, sales 
promotion men, public relations ex 
perts, market researchers, top manage 
ment, and consumers .. . A reference 
book you will read from cover to cover. 


Price: $2.95, postpaid 


MAIL THIS COUPON TO 


Putman Publishing Company 
111C East Delaware Place, Chicago |! 


! enclose my check (or money order) for 


. copies of PLANNED INDUSTRIAL 
PUBLICITY 


Nome 
Title 
Company 
Street 
City 


State 


Zone 
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James Johnson Dies 
from Fall; Headed 
Melrose Advertising 


New York, March 12 


James H. | 


stores division 

He started his career in the ad- 
vertising department of the 
Cleveland Plain Dealer. He left the | account executive While there he} 
newspaper to start his own ad-| was contact man on the Firestone} 
vertising agency, which he dis-| Tire & Rubber Co. account. This 
solved to become sales manager | was followed by an appointment | 


Gundlach. He then joined Critch- 
field & Co. as a copywriter, later 
being appointed copy chief and 


routed an estimated 
sleepers from their beds for 15 
minutes of setting-up exercises. His 
programs, split into 15-minute 
periods, ran from 6:45 am. to 8 
a.m. and became one of the best- 
known shows on radio from the 


4,000,000 | 


Advertising Age, March 17, 
Gilbert Kinney, 
JWT V. P., Dies 


New York, March 13—Gilbert 
Kinney, 67, senior v.p. of J. Wal- 
ter Thompson Co., died yesterday 


Johnson, 56, v.p. and director of|for the direct mail division of| as advertising manager for Fire-| crystal-set era onward. after an illness of three weeks | 
advertising and merchandising of | Reuben H. Donnelley Corp., Chi-|stone in Akron. Five vears later | : A nat {N H Cc ee i 
slrose stiller _ 4 .| cag eager ‘ . ; native of New Haven, Conn., : 
Melrose Distillers Inc., a subsid-| cago. |he returned to Chicago, joining] MYER GINSBURG Mr. Kinney was graduated from j 
iary of Schenley Industries, died After the repeal of prohibition, | Reincke-Ellis, now Reincke, Meyer | SOMERVILLE, Mass., March 12 Yal 905 "Th: . t he | 
yesterday in a fall from his of-|he entered the wine and spirits|& Finn inte a Gi Pies — iene | Yale - 1906 : - cates 
fice on the 32nd floor of the Em-| industry and held executive posi-| Mr. Stevens’ ee ya. | Myer insburg, 61, president of| joined J. Walter Thompson Co 
. ‘ | Fr. Stevens’ survivors include! Statler Tissue Corp. here, died of| Two years later he resigned to 
pire State Bldg. He had been in| tions with several other distillers |4 sister, Margaret Stevens, re- i heart attack Sunday at his New-| become v of another advertisir 2 
poor health for some time before joining the Melrose organi-| cently retired from Leo Burnett | ; sal oe ee ee ee 7 a 
| ton Center home. | company, Paul Block Inc. Mr. Kin- 


After returning from lunch yes- 
terday he told his staff that he did 
not want to be disturbed and would 


receive no telephone a sa >. a a 
Shortly afterward his body was| Stevens, 69, died in St. Luke's} ARTHUR BAGLEY ermine yaar brary aa + al eg Hamntcceerad 
found on the setback 11 floors be-| hospital here last Saturday. For New York, March 13—Arthur| aan eae mg p Pero on. cenieadieh ae sen- 


low 


| 


messages. | 


zation 


CAREY C. STEVENS 


Cuicaco, March 11 


|Co., Chicago. A nephew, Richard 
| Stevens, is employed by Young &| 
Rubicam here 

Carey C. 


the past 26 years he has been anso- | Bagley, 71, retired radio physical | 


Mr. Ginsburg, who had returned 
only the night before from a Flor- 
ida vacation, also was treasurer of 


Cambridge, and the Bancroft pa- 


| ney continued in 
that position for 
ten years and 


ior v.p. and treas- 


Mr. Johnson was named direc-| ciated with Reincke, Meyer & Finn director of Metropolitan Life In- 9er mills in western Massachusett ir He gave up 
? tor of ye > sagt At - time of his death he was a| surance Co., and a pioneer radio| i, ‘ ia latalaiaeas eg cilia - 
dising of Melrose Distillers Dec.|v.p. of the agency broadcaster > ‘ reeke P P . Te 3 5 
1, 1951. It was a newly pe! Mr. Stevens began his career in| his ease —e " Closes San Francisco Ottice . te apap ta oe 
position. Previously. he had been | advertising in Chicago with the Every weekday morning from oe _ . Fe eager will senior v.p pe the 
manager of the company’s state] agency owned by the late E. T.| 1925 to 1935, his vibrant velee! April a" — agency aan his Gilbert K 
é bs > - - ‘ r inn 
sears oma death ‘ = i 
|@ He was also a director of Penick 
a treet ourna ays. | & Ford Ltd., and a member of its 
| executive committee; a director of 
4" | Scott Paper Co., National Out- 
= “SHARTFORD BRIGHT SPOT” oor Advertsing Buren an 
~ !American Assn. of Advertising H 
“ rs | Agencies, of which he was chair- i 
- | |man in 1938-39. 
— ’ E F W Il § Since 1948, Mr. Kinney had been 
E : xcerpt From Wall Street Journal Story of March 1, 1952 | president of the Assn. for the Aid 
: lof Crippled Children. From 1937 
* to 1947 he was chairman of the 
i }town plan commission of Green- 


re More people are working here in non-farm | Faulkner notes many people are moving to wich, Conn., where he made his 
ca lines than ever before, and for more money.| Hartford and paying = i a cum te aan mb ieeeear af Gin 
2 . s. He says his listings : 

Industrial payrolls in Hartford and 17 sur-/| classes of home ) ale : ‘ ; 
4 Boom Amidst Bust rounding om have jumped to $6,500,000 a/half of what they were pre-Korea. cong ie b ag Fy —— ¥ 
> . | - industrial space is s . 

week from $3,500,000 just before the Korean | realtor reports top grade pac |Fund, board chairman of Yale ' 


y | ‘ d tp as fast as it hits the market. | : 
War broke out. The number of manufacturing | being snapped &p | Aieaied Gebiiediniin indo: wane 


Economically Glum 


4° 
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New England Boasts 
Hartford Bright Spot 


Its Aircraft, Parts and Tool] 
Industries Expand Rapidly; 
Retailers Profit, Too 


employment in service lines like insurance and 


new high. 

United Aircraft Corp., headquartered at 
East Hartford, is the biggest single factor in 
local 
sions making engines, propellers and heli- 
copters—a fourth turns out planes at Dallas— 
have boosted employment from 20.000 
36,000. It is scheduled to rise further to 40.000 
by December. United's $1,300 million backlog 
means two years of business at the rate of 
deliveries the company will reach next 


necticut. 


| piston, jet and 


to developing an atomic engine 
| Standard unit is the biggest maker of propel- 
llers and jet plane accessories like cockpit 
} coolers, pneumatic starters and fuel controls 
while its Sikorsky division is the helicopter 
| pianeer, with a big slice of that industry's 


vorkers isn’t up to the 1943 peak, but record |New Plant Going Up 
per le ; ‘ Big United Aircraft is spending $40 mil- 


: lants. 
trade has lifted overall employment to a| lion on 1,500,000 square feet of new P , 
way ee 7 | half of all current industrial building in Con- 


The company’s Pratt & Whitney division, 


expansion. Its three Connecticut divi- | which was the only manufacturer in the U. S 
“ | turning out all three types of plane engines— 


turboprop—last year, is now 
Its Hamilton 


| ber of Connecticut Highway Safety 
| Commission. 


| CHESTER KREISWIRTH 

New York, March 11—Chester 
Kreiswirth, 34, art director of Sci- 
| entific American and well-known 
| magazine photographer, died last 
| Thursday after a long illness. 

A native of New York, Mr. 
Kreiswirth was graduated from 
| the College of the City of New 
York in 1938. He did postgraduate 


ee 


‘ 
if 
oi 
— summer. 
7 | : > | $400 million backlog. work there and, for a period, in- 
- ¢§ Avco, Kaman Expand Forces ! ~le —" er mann- é ’ ap 5 
i He ous | ’ Tnited'’s Chance When United booms, lots of smaller structed in the art school. 
: 4 Subcont: actor Suc cess Stor wh At the plant ice — ana eport-| facturers around Hartford participate. During World War II he served 
‘ : Vout a mame py nd ° ee Last year United did well over $400 million bapa - es e 
a : Lycoming division of Avco Manufacturing worth of business, and in line with a policy | as chief of the photographic sec- 
, — Food t SS, J > = - 
.— By RIcHarpD B. COLE Corp. has 2,000 workers making Wright) | up at its organization, the firm divided tion of SHAEF in London and 
- 810M Correspondent of The Watt Stxert Jorrvan | engines; it expects to quadruple that ~ mene | its work about evenly between its own plants Paris. As chief photographic offi- 
HARTFORD, Conn.—This year looks! Within nine months. Kaman oma ta and those of subcontractors and suppliers, cer at Neuremburg, he was re- ; 
wonderful to me.” boost its helicopter workers to 1, . t.| Paying out nearly $250 million to them. sponsible for the plans which per- 
So declares Edward N. Allen, president of | Year-end from 716 now ee a — * | Despite the stretch out in military aircraft mitted photographic coverage of 
the Sa e-Allen department store in Hartford,| break of the Korean conflict. —— SI procurement announced recently, the big the war crimes trials. 
nea te speaks from good reason, Sales, CoPters will multiply its present 25-man Sunes.) meter maker is planning no appreciable Following the war, Mr. Kreis- 
“ 2 ‘ by ten. | racting rirth -d the staff of Life and 
A volume in his store is running even with the ’ : : change in its subcontracting wirth joinec 1e stall o ea j 
iC quaaphentaconaned pace of last year. It's Also getting ane the act are _ saachine | When the firm booked its first engine order later handled assignments for fi 
25°) ahead of 1950. y tool producers as ee y oe in 1926, Jack Horner, now president, was told other publications. He was cred- 
tiv , 5 Britain Machine. Both have doubled oper to line up 200 subcontractors, Practically all ited with helping to conceive and 
a This is rather indicative of what's happen- K Like the engine and whirly- j 
ing for many businessmen here in the middle | t0n# since Horea. i aig head, | Of them still supply the company, along with execute the format of the new 
pr: gh el Eng! and—a reg on often associated bird makers they're sold weer! — gs to ~ ony 9.000 others, several hundred of them within Scientific American and served as 
; these days Ps th th e siooms of a textile reces- indicating today's boom won't fizzle overnight 50 miles of Hartford. Machinery makers also its art director until his death. He 
sc sion. Hartford and much of the surrounding a a a non gn ~<f farm out up to half their work in busy days was a trustee of American Society | 
area is onion n on wuthentic, Geade-A teem creased home building, too, contrary to the like these, and so do typewriter companies, of Magazine Photographers : Fi 
: ncn saage oe thh ' national trend including Royal, which are located nere. we bas { 
Aircraft, Machinery, Tools | “I look for 4,000 housing starts this year | Blue-Ribbon Boom Baby 
ne i PER NES! 5 te eee ome ew oes © oe | Look what's happened to National Welding SHERMAN F. JOHNSON \ 
the high-flying business activity, but there's] jn 1951," says Clayton W. Johnson, head of | rie pal: ; ; 
. of : ’ $ . P & Manufacturing Co. in Newington, set up in MERIDEN, CONN., March 11— | 
much support also from output of tools, | the country’s home builders association : : ate i . ° _ 
hi , and precision parts for makers of . , J ry residence sales 1944 by three welders who pooled their weld Sherman Foster Johnson, 77, re- 
fe ae _tikceceemagel . Happily toting January re! ing equipment and built their first building tired advertising manager of In- 


war goods the country over 


“away ahead” of a year ago, realty man y eo | 


with their own 


hands. 


Advertiser Confidence Gave The Courant An 18% INCREASE 
In Lineage In January, 1952 Over January, 1951 


he Hartford Courant 


DAILY & SUNDAY 


Represented Nationally By Gilman, Nicoll & Ruthman 


ternational Silver Co., died at his 
home here Sunday. 

A native of Portsmouth, O., Mr. 
Johnson graduated from Yale in 
1897 and joined the staff of the 
Meriden Journal. He was city edi- 
tor when he resigned in 1906 to 
join International Silver Co. 

He wrote and produced many 
plays for amateur groups, and at 


' 
one time contributed articles to a 


number of business papers 


FRANCIS F. GREGORY 
MILWAUKEE, March 11—Francis 

F. Gregory, 50, merchandising co- 

ordinator of A. O. Smith Corp.., 


died here Saturday after a lung 
operation. 

Mr. Gregory was born in Buf- 
falo and did newspaper work there 
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Advertising Age, March 17, 1952 


Perfumery Importers Assn., and 
was regarded as one of the fore- 


| most authorities in this country on 
| toiletries and beauty culture 


| 
| 
| 
} 
| 
| 


| Assn. 


| Airmen Meet to Consider 
| Advertising. PR Campaigns 


Directors of the Air Transport 
will meet in Washington 
March 19 to consider an advertis- 
ing and public relations campaign 
for the industry. Proposal for the 
plan originated with W. A. Pat- 
terson, president of United Air- 


| lines. He told ATA’s directors last 


COMPETITIVE—Sunkist Growers has be- | 


gun running newspaper copy like this to 
say that the taste of its juice doesn’t vary 


becawse California oranges are all of | 


one variety. 


as well as in various western New | 


York cities. He 
account executive 
Ewald in Detroit. Following this, 
he produced sales training and 
promotional motion pictures for 
industrial companies. Just before 
joining A. O. Smith in December, 


later became an 
for Campbell- 


1944, as sales promotion manager, | 
industrial | 


he was personnel and 


relations director of a division of| 


Bendix Aviation Corp., Red Bank, 
N. J. 


BENJAMIN E. LEVY 


New York, March 11—Benjamin | 


E. Levy, 74, board chairman 
Charles of the Ritz Inc., manufac- 
turer of toilet preparations, and 
founder of Coty Inc., died yester- 
day. 

Born in Rheims, France, 
Levy established Coty 40 years ago. 
He 
president of Coty International 
Corp. until his resignation in 1940. 

He was a former president of 


A-D-V-ER- TES) 


BUSINESS 
PROMOTIONS 


That's the verdict of many 

f outstanding concerns (foods, 
feeds, industrial, beverages, 
“ insurance, etc.) who have 
proved they are ‘ * for 
Good Will building at con- 
ventions, sales meetings. 
product promotion, anni- 
versaries, salesman iden- 
tification, merchandise 
shows etc Adver- 
s are Smart and 
Individual Ambassadors 


refined and subtle 
manner. . 


MADE SPECIAL 
TO ORDER 


“Adver-Ties” are 
NOT stock ties, but 
made individual be 
requirements 

signed with ius. 
tration of product, 
trade mark, or slo- 


gan ‘Adver- 
Ties are pro- 
under ex- 


made of highest 
quality material 


years experience 
QUANTITY LOTS 
SUPPLIED at nom- 
State 


needs and enclose 
samples of your adv 
matter Details and 
rices will be promptly 


sent ALSO REGULAR TIES—large 
assortment. Ties individually packaged 
and labeled 

AMERICAN NECKWEAR MFG. ad 
(Dept. AA) Phone WEbster 9-7592 
320 So. Franklin St., Chicago 6, lilinois 


of | 


Mr. | 


was chairman of Coty Inc. and} 


December that he is concerned 
with lack of public understand- 
ing of the size of the air transpor- 
tation industry and its importance 
to the nation. 

ATA withdrew from institution- 
al public relations shortly after 
World War II. Its earlier industry 
campaign—ranging at about $600,- 


000—was handled through Erwin, | 
Wasey & Co., New York. At pres- 


ent, the association is spending ap- 
proximately $150,000 for the pro- 
motion of airmail and other spe- 
cial objectives, through Lewis Ed- 
win Ryan, Washington 


Buch Joins Jerry Fairbanks 


Richard Buch, formerly sales 
manager of Charles D. Beeland Co., 


Atlanta, has been appointed head | 


of the Atlanta division of Jerry 
Fairbanks Productions, Hollywood 
TV film producer. 


Nettleton Switches Agency 

A. E. Nettleton Co., Syracuse, 
maker of men’s and women’s 
shoes, has switched its advertis- 
ing account from Morton Freund 
Advertising to Barlow Advertis- 
ing, New York. 


Leaves Campbell-Ewald 


Donald E. Tomkins has resigned 
as director of radio-TV program 
procurement for Campbell-Ewald, 
New York, to open his own con- 
sultant service. He was a program 
packager before joining the agency 
in 1949. 


'Seidner Appoints Brisacher 


Otto Seidner Inc., New York 
food dressing manufacturer, has 
appointed Brisacher, Wheeler & 


Staff, New York, to handle adver- 
tising of Seidner label products 


NORFOLK, VIRGINIA, 
THE NATION. Mo./ Bright Spot / 


We're not just bragging when we claim the Norfolk- 
Portsmouth area is the Nation’s No. 1 
We've got the facts and figures to prove it! . Take a 


look and see for yourself. 
The Audit Bureau of Circulations has 


the population figures for the Norfolk 
Retail Trading Zone. They set the City done Fi i. 
at 385,11l—an increase of 63° since 1940! This 


Bank 


ov 


since 1940. 
clearings of $812,805,000 for 1951 


stores up 44%*. 
December, 1950). 


1 Bright Spot. 


establishes the Norfolk City Zone as 43rd in the nation. 
The Retail Trading Zone is now 553,812—an increase 
of 49% 


vious records and represent an increase of $136,- 
yer 1950. 


Percentage changes in retail sales for 1951 over 1950 will give you 
an idea of the way our business is expanding: Total sales up 8%, 
food up 23%, eating and drinking places up 35%, department stores 
up 12%, apparel up 14, lumber and building materials up 12%, 
drug stores up 18°, furniture up 29° *, appliances and radio 
(*December, 1951, percentages increase over 


Construction in the Norfolk area, contrary to the rest of 
the nation, has reached a record peacetime peak with a 
staggering total of 90 million dollars—a 50 million dollar 


increase over 1950. 


The Norfolk Port Authority reports that our busy ports 
put $115,484,725 in circulation here from waterborne 


commerce in 1951. 


Command, Atlanti 
mander-in-Chief, 


headquarters 


Command. 


increase 


phones 


N 


— y 


Located in the Hampton Roads area are 23 major 
naval and military establishments and commands, 
including headquarters for the Supreme Allied 


ic; headquarters for the Com- 
Atlantic Fleet; headquarters 


for the Commander, Army Field Forces; and 


for the General Tactical Air 


New home electrical meters show a 10% 


in 1951, and residential tele- 
increased 7°,, not including ex- 


tensions. 


Think we're just bragging now? To 
cap the climax, add this mighty big 


plus—The United States Naval 
payroll in the Norfolk-Ports- 

mouth area is 300 million dol- 
lars yearly! 


eo 


NORFOLK 
VIRGINIAN-PILOT 


NORFOLK 
LEDGER-DISPATCH 


The John Budd Co. 
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has 
Henry M 


fu 
tic 


Stephen Named Ad Manager 


A. F. Stephen has been ap- 
pointed ad manager of Monark 
Silver King Inc., bicycle manu- 
facturer. He succeeds R. J. Kohl, 


who fas 


Represents Henry Maust 
Chicago, 
represent 
known for his 
illustrations in na- 


Stevens Gross Studios 
been appointed to 
aust, artist, 
li-color food 
mal publications 


left the company 


caphic 


RAVERS 


Cfes 


PAINSTAKING CRAFTSMs NSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


679 M. WELLS ST., CHICAGO 10, 11k. 


WHiteholl 4-3450.1-.2 


Moves Up Three Executives 
National Folding Box Co., New 


Haven, Conn., has elected Walton 
D. Lynch, president, to chairman 
of the board. Frederick S. Syming- 
ton, executive v.p. and general 
manager, succeeds Mr. Lynch. Wil- 
fred C. Palmer has been elected 
director and v.p. in charge of 
sales. 


Page Appointed PR Director 

Wilburn L. Page, formerly 
count executive for Rominger Ad- 
vertising, Dallas, has been ap- 
pointed public relations director 
and agency secretary for Great 
American Reserve Insurance Co., 
Dallas 


West-Marquis Does PR Study 
West-Marquis, San Francisco 
agency, has been appointed to con- 
duct a study of public relations 
activities for the California Op- 
tometric Assn., San Francisco 


ac- 


Agency Moves in Houston 

Laughlin-Wilson-Baxter & Per- 
sons has moved its Houston head- 
quarters to the 17th floor of the 
C&l Life Bldg 


Book Paper Prices 
Relatively Stable 


New York, March 11—Book pa- 
per prices are not likely to go high- 
er during the next quarter. That 
is the opinion of most authorities 
in the local paper market, AA 
learned last week 

The recently reported advance 
of about 3% made by Kimberly- 
Clark Corp. on book paper was in 
line with price readjustments made 
late in January by other mills on 
merchant tonnages (AA, Feb. 4) 
but which neither K-C nor West 
Virginia Pulp & Paper Co. fol- 
lowed at the time 

Since then, West Virginia has 
brought its prices in line with com- 
petitive quotations, and K-C did so 
about a week ago. 

Consolidated upped merchant 
tonnage (i. e., warehouse stock) 
prices 50¢ per 100 lb. this week on 
its 45 and 50 lb. stocks to meet 
competitive market conditions, and 
St. Regis reduced its prices 25¢ 
per 100 Ib. on coated and uncoated 


merchant stocks, for the same 
reason. These and similar price 
shifts that nave been made by 
most of the mills since January 
represent “competitive readjust- 
ments” rather than a definite price 
trend, paper men insist. 


® Book paper, for the most part, 
is easier to get than it has been 
for some time. Jobbers’ stocks are 
generally adequate. Some of the 
larger mills are willing to fill 
special formula orders, a condi- 
tion that has not existed for a 
long time. Barring unpredictable 
developments, market men say, 
the price situation is not likely to 
change for several months. Any 
price change has to conform to 
government regulations under 
OPS-CPR 106. 

In the newsprint market, the 
excess of demand over supply that 
existed even six months ago has 
eased materially. While there is 
certainly no glut of newsprint, the 
feverish demand has almost dis- 
appeared 

In the gray where 


market, spot 


“Why o Caucus race ?” said the dodo. 
The best way to explain it is to do it 


1,2, 3 and away!... 


and you 


begin running when you like, and 
leave off when you like. So it's easy 


to know 


when the race is over 


— flice in Wonderland 


a 


THERE'S NO PERCENTAGE IN A COMCHID 4ace 


Media men take a dim view of such proceedings. 
Caucus races are too easy to get into. Too often in business, 
sales pace slows to a snail's pace when the sales effort is 
dispersed all over Canada's wonderful but wandering map. 
Smart sales planners pick their goals where the concentrated 


markets are. 


WEEKEND Picture MAGAZINE has set a new standard as o 
Canadian medium. No mere whim this. No whimsey, either, 
the fact that 80% of its over 950,000 circulation is in the 


land 


In 17 leading Canadian 
newspapers with a total 
circulation of over 


Toronto and Montreal. 


950,000 


charmed circles of Canada's concentrated urban wonder- 
. that 52.15% of all English-speaking families in 
these sales-rich urban areas are its readers. 

Facts and figures available from O'Mara & Ormsbee, 
New York; The John E. Lutz Co., Chicago, and our offices in 


WEEKEND 


PICTURE MAGAZINE 


Published by 


= The Montreal Standard Publishing Company 


Advertising Age, March 17, 


NBC WELCOME—John K. Herbert (left), 


v.p. fer radio network sales, greets a 
new sponsor, Irvin A. Edelman, ad man- 
ager of Ex-lax. The occasion: Ex-Lax’s 
entry into network radio as sponsor of 


the daily serial, ‘The Doctor's Wife,’ 
over NBC. 
sales of newsprint were being 


made as late as last September at 
$200 to $215 a ton, f.o.b. mill (AA, 
Sept. 10, 51), it is now possible 
to get delivery over two months 
on 500 tons at $160 to $175 a ton 
The contract price still holds at 
$116 a ton here 


® Reports from Canada _ indicate 
that newsprint supplies have eased 
in western Canada, but that east- 
ern mills still have long waiting 
lists. Exports of both pulp and 
newsprint have been larger since 
the first of the year than they 
were during the same period a 
year ago. 

Orders and output of 
board continue to decline. Pro- 
duction for the week ending 
March | was 18.8% under the same 
week of °51, and orders were down 
41.9%. Demand for wastepaper 
continues to drag. Eastern mills 
continue to reduce their waste- 
;paper inventories very slowly. 
first are abnormally high for the 


paper- 


first of March. 

Colley S. Baker, director, eastern 
conservation committee of the 
Wastepaper Consuming Industries, 
|reports that of the 460,420 tons of 

newsprint consumed in January 
by the newspapers, it is estimated 
that between 175,000 and 185,000 
tons only were salvaged. 

“It is difficult,” he says, “to fore- 
cast the market picture. Unless the 
board mills are able to increase 
production there is likely to be an 

| over-supply of wastepaper for 


| some time.” 


| Agency Partners Separate; 
New Agency Is Formed 


Allied Advertising, Cleveland, 
which has been operated by two 
pairs of brothers, will be split into 
separate agencies April 1. Sanford 
and Melbourne Schwartz, ‘Allied’ s 
| president and secretary, respec- 
tively, will continue to operate 
under the Allied name. The other 
{two brothers, Charles and Morris 
Margolis, who teamed up with the 
| Schwartzes in 1946, will launch a 
new agency. 

Among the accounts which Al- 
lied will continue to service are 
Josam Mfg. Co., Michigan City, 
Ind., and Foundry Equipment Co. 
and Burdett Oxygen Co., both of 
Cleveland. The Margolis broth- 
ers will take National Electronics 
Co., Viking Air Conditioning Corp., 
and others 


| 


Merkin Paint to Reiss 

M. J. Merkin Paint Co., New 
York, has appointed Reiss Adver- 
tising, New York, as its agency 
Media plans include a campaign on 
Merkin’s one coat, odor-free Vel- 
vet Flow paint, on radio and tele- 


vision. The noon newscast on 
WNBC, New York, has been pur- 


chased three times weekly. Hazard 
Advertising, New York, is the pre- 
vious agency 


Agency Bows in Buffalo 

Lake Shore Advertising has 
been formed at 63 Densmore St 
Buffalo, by John F. Sheehan. 
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Mutual Promotes 


Anti-Crime Theme 


New York, March 12—Mutual 
Broadcasting System’s second an- 
nual mystery promotion drive is 
built around an anti-crime theme. 

Cooperating in the campaign, 
which is planned primarily to cre- 
ate interest in Mutual’s mystery 
and crime detection programs, are 
Stations, book publishers, maga- 
zines and motion pieture pro- 
ducers. The theme: “Relax with a 
g00d mystery.” 

The campaign got off to a fast 
start with a commendation from 
FBI Chief J. Edgar Hoover on the 
public service aspects of the ven- 
ture. 


® Book publishers, who are also 
in the business of selling whodunits 
to the mystery-loving public, have 
distributed thousands of posters 
and streamers to dealers, libraries, 
etc. Those cooperating in the pro- 
motion are Coward-McCann, Far- 
rar, Straus & Young, J. B. Lippin- 
cott & Co. and Rinehart & Co. In 
the pocket book field Bantam, 
Dell, Pocket Books and Signet will 
tie in. 

The movie tie-up is with United 
Artists. Next month the final phase 
of the campaign will be supple- 
mented with ads and stories in sev- 
eral magazines. 

Mutual and its stations are back- 
ing the promotion with a heavy 
schedule of on-the-air announce- 
ments and a special weekly pro- 
gram series. 


Bothwell Adds 3 to Statt 

Kirby Katz, formerly with 
Ward Wheelock Co., Philadelphia, 
has been appointed assistant copy 
director of W. Earl Bothwell Inc., 
New York. Robert Fine of Food 
Fair Stores, Philadelphia, has 
joined Bothwell’s merchandising 
staff, and Leonard McMahan, for- 
merly with Malap Advertising, 
Kansas City, has joined the Both- 
well agency’s research department. 


Local CofC Names Weybret 


Hull Appointed Ad Manager 

Western Publishers Ltd., Win- 
nipeg, has appointed H. S. (Bert) 
Hull, formerly an account execu- 
tive of McKim Advertising, Win- 
nipeg, ad manager of Winnipeg & 
Western Grocer and Western Mo- 
tor Transportation. 


| Meehan Joins WISN Sales 

K. E. (Mike) Meehan, formerly 
with the sales department of 
WOSH, Oshkosh, Wis., has joined 
the local sales staff of WISN, Mil- 
waukee. 


KPDQ Appoints Gurnstad 
Gene Gurnstad, formerly an ad- 
vertising sales representative in 
the Pacific Northwest, has been 
appointed an account executive of 
KPDQ, Portland, Ore. He succeeds 
Jack Reeves, who has been named 


|radio director for James Emmett 


Advertising, Portland. 


KCMO-FM to Carry Games 
KCMO-FM, Kansas City, will 

carry the regular season games of 

the St. Louis Cardinals plus 35 


‘pre-season exhibition games. 


Piel Buys Film Show 

Piel Bros., Brooklyn brewer— 
via Kenyon & Eckhardt—is pre- 
senting Brian Donlevy in “Danger- 
ous Assignment” over WNBT, New 
York, starting March 10 at 10:30 
p.m., EST. 


Buys All of Trend Inc. 

Full interest in Trend Inc., Los 
Angeles, publisher of Hot Rod, 
Motor Trend, Auto and Cycle, has 
been sold to Robert E. Petersen 
by Robert R. Lindsay. Prior to the 
sale they were co-publishers. 


Expands Ad Program 

Mitchell Mfg. Co., Chicago, 
plans to expand advertising for 
its industrial and commereia! 
fluorescent lighting division 
Heavy emphasis will be placed on 
lighting trade publications. George 
Brodsky Advertising, Chicago, is 
the agency. 


Mushroom Growers to Pilgrim 

The Chicago Mushroom GrowW- 
ers Assn. has appointed Pilgrim 
Advertising, Chicago, to direct its 


| advertising 


YOU CAN SELL CITY FOLKS, 


SAYS... 


VILLAGERS AND FARMERS 


IN THE ROCKFORD MARKET 


@ There are 422 Manufacturing Plants in the City of Rockford alone — 
many more throughout the trading area. 


@ There are 119 cities and towns in the 13 counties surrounding 
Rockford. 


Fred E. Weybret, publisher of | 


the Observer, La 
has been elected president of the 
Union County Chamber of Com- 
merce. 


Thornton Named Manager 

Wayne Thornton Jr. has been 
appointed manager of the West 
Coast office in San Francisco for 
Family Circle. He succeeds the 
late Capen Eames. 


BUT WHAT’S THE 


3rd 


METHOD OF 
CIRCULATION ? 


Grande, Ore.,' 


See 
March 31st 
Issue 


‘Advertisement ) 


400 million dollars. 


@ Rockford is a market rich in industry — rich in agriculture — rich in trade. 


126,87 


A. B. C. 
CITY ZONE 


Best Tost City 2 


@ The farms in the Rockford trading area produce products valued at 


A. B. C. RETAIL 
TRADING ZONE 


403,500 


<n ena Z 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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Uses Magazines for China 
Syracuse China Co., New York, 
will use nine consumer nfagazines 
for spring promotion’ of .jts 
dinnerware line. The magazines 
follows: April, 


its 


are scheduled as 

House & Garden, Ladies’ Home 
Journal, Seventeen; May, Better 
Homes & Gardens, Bride’s, House 
Beautiful; June, American Home, 
Good Housekeeping, Living for 
Young Homemakers 


Waterman Named Ad Manager 

Charles H. (Chuck) Waterman 
Jr formerly assistant advertis- 
and sales promotion manager 


for Lumite division of Chicopee 
Mfg. Corp. of Georgia, has been 
appointed ad manager of Colum- 
bia Ribbon & Carbon Mfg. Co., 


Long Island, N. Y 


if YOU ARE AN 
EPISCOPALIAN 


in New York, how do you feel about 


located 


forming an Episcopal Advertising Men's League | 


here? Object 


xchange of information on our 
parish promotion te 


etc his is not @ 
Two agency men would 


address to Box & 
Ave, New York, 17 


ee 


Federal Payroll . 


Total Retail Sales 


‘Great Adventure’ on ABC Tells History 


and Importance of Advertising in U.S. 
New York, March 12—Anybody) an Athens street singer chanting: 


who considers advertising a cre- 
ation of modern man should have 
listened to ABC radio’s documen- 
tary, “The Great Adventure,” last 


night. 
The broadcast traced the his- 
tory of advertising “back to the 


beginning of civilization” and 
quoted the “earliest advertisement 
in printed form.” 

Found on a papyrus by archeol- 
ogists in the ruins of Thebes in 
Egypt, the 3,000-year-old original 
ad read: 

The man-slave, Shem, baving run away 
from his good master, Hapu the Weaver, 
all good citizens of Thebes are enjoined 
to help return him. He is a Hittite, 5° 2” 
tall, of ruddy complexion and brown 
eyes. For news of his whereabouts half a 
gold coin is offered. And for his return 
to the shop of Hapu the Weaver, where 
the best cloth is woven to your desires, 
a whole gold coin is offered 


s The next stop was 500 years and 
several hundred miles away with 


Metropolitan Area Population . UP 51% 


UP 265% 


| For eyes that are shining, for cheeks like 

| the dawn, 

For beauty that lasts after girlhood is 
gon 


For prices in reason, 
knows 

Will buy her cosmetics at Aescly ptoe 
Maybe this will put an end to 

| the old controversy as to who wrote 

the first singing commercial. 

But “The Great Adventure” was 
not concerned solely with the past. 
It set out to answer some basic 
questions about the business ef in- 
fluencing purchasers as it is prac- 
ticed today. 

| Narrator Westbrook Van Voor- 


the woman who 


his posed some queries: “In the 
United States advertising is used 
| more fully than in any other na- 
| tion on earth. In the last 24 hours 
you—now listening to ‘The Great 
Adventure’—have heard or seen 
| several sponsored radio and TV 
| programs, read scores, perhaps 
j|hundreds, of advertisements in 


Department Store Sales 
Food Store Sales 
Drug Store Sales 


Based on Government figures, 1940-1950 


HE POST in 1951 reached an all- 

time high in total advertising linage 
—24,460,434 lines. This is more than 
double The Post's 1940 linage . . . and 
the greatest percentage gain since 1940 
of any Washington newspaper. 


During 1951 the Post gained 1,216,428 
lines over its 1950 linage—greatest 
gain of any Washington newspaper. 


In 1951 The Post was Washington's 
first newspaper in Daily Ceneral 


tdvertising. 


The Washington Post 


Represented by Sawyer, Ferguson, Walker Company — Metropolitan Sunday 


. UP 138% 


newspapers, magazines, billboards, 
matchbooks, handbills, trolley, bus 
and subway cards, window and 
counter displays—ard possibly 
even skywriting...What is the 
function of advertising? Does it do 
its job well—or poorly? And what 
part does it play in the U.S. econ- 
omy?” 


@ Mr. Van Voorhis then answered 
these questions. 

“The sequence is clear. Mass 
competition leads to mass produc- 
tion. Yet mass production cannot 
succeed unless it leads to mass 
buying. In a complex competitive 
society such as America’s, there 
was only one way to make mass 
production pay off. . 

“Modern advertising is a prod- 
uct of the Industrial Revolution of | 
the 19th century. The U. S. econ-| 
omy was expanding. Following the | 
Civil War, America presented the | 
world’s greatest home market for | 
goods and services. The means of | 
communication and transportation 
were becoming mechanized. It was 
now possible to distribute ideas as 


Metropolitan Washington 


is GROWIN 


. UP 137% 


UP 224% 


| and The Washington Post 


is GROWING * 


The Post is the only Washington news- 
paper to show 1951 linage gains in all 
four major advertising classifications — 
Total, General, Retail, and Classified. 
This is balanced growth, reflecting Cus- 
tomer Coverage. Circulation gains went 
hand in hand with advertising gains. 


Yes, prosperous Metropolitan Wash- 
ington (10th largest market) keeps 
growing. The Washington Post keeps 
growing ... and to sell the most you 
need The Post! Ask The Post man to 


prove it! 


Newspapers —The Hal Winter Co. (Miami Beach) 


*Media Records figures. 


8 OUT OF 10 COPIES OF THE WASHINGTON POST ARE HOME DELIVERED 
in ABC City end Retell Trading Zone 


Advertising Age, Moreh 17, 1952 
well as goods. 

“The growth of literacy, the 
growth of communications 6*d the 
growth of advertising paralleled 
each other. And these, in turn, 
served to stimulate growing de- 
mand for the phenomenal output of 
goods from American industry. 
This stimulation of demand—the 
planting of a desire for better 
products at a cheaper price—is a 
function of American advertising 
which is predicated upon a vital 
fact well known to -enterprising 
business men. . 


@ “We are fond of saying that we 
must give the public what it wants. 
Up to a point, that’s true. But the 
American standard of living is 
high and_ constantly becomes 
higher, because new products and 
better things are offered the pub- 
lic. People seldom demand things 
unless American business enter- 
prise first produces those things. 
| “That philosophy is the key to 
what is meant by American busi- 
ness enterprise—the creation of 
demand for better things. .. 
| “Today advertising must do 
more than merely announce or of- 
| ter a product. It must educate. It 
| must give you, the buyer, the facts, 
' figures, the results of laboratory 
' tests so that it may make you want 
}a specific product...In the Amer- 
ican system every product must 
earn its right to exist... 


@ “If among all these manufac- 
| turers each claims to have the best 
shaving soap in the world—how 
are you to know which one is the 
best for your tastes or needs? Ob- 
viously, in the relationship be- 
tween producer and consumer, ad- 
vertising stands in the role of go- 
between or translator. 

“Since one of the functions of 
modern advertising is education, 
the advertisement must prove its 
claims.. This is done in many 
ways—in this age of science and 
technology frequently by research, 
by scientific tests made in labora- 
tories whose reports can be placed 
before the public. .. 

“In this competitive age prod- 
ucts often must have something 
new to talk about—advances in re- 
search, in packaging, in ease of 
operation, in utility.” 


!s And how much does all of this 
|add to the cost of the product? 
Again Mr. Van Voorhis answers: 

“Yet the actual truth is, the cost 
of advertising, added to each bar 
of soap, is three-tenths of 1¢.” 

An ABC sustainer, “The Great 
Adventure” is produced by Sher- 
man H. Dryer. Data for this docu- 
mentary were prepared with the 
guidance of McGraw-Hill Publish- 
ing Co 


Dow Chemical Issues New 
Film on Wood Preservative 


“Treat Wood Right,” a 20-min- 
jute color sound-film on wood treat- 
| ing, had its first showing in Chi- 
| cago on March 10. Made for Dow 
| Chemical Co., Midland, Mich., by 
the Jam Handy Organization, De- 
troit, the film tells the story of 
Dow’s wood preservative, Penta- 
chlorophenol (called Penta for 


short). The film will be made 
|available by Dow for scheduled 
showings. 


| Production Men Form Club 

| The Advertising Agency Pro- 
| duction Managers Club of Toronto 
| has been formed. Jack Grosart, 
Cockfield, Brown & Co., has been 
elected its first president. Other 
officers elected are: Frank E. 
Spear, J. Walter Thompson Co., 
lst v.p.; Harry Templar, MacLaren 
| Advertising, 2nd v.p.; Herb Wood, 
Young & Rubicam, treasurer, and 
Ray F. Pauli, Ronalds Advertis- 
ing, secretary. 


Madison Appoints Ken Parks 

Madison Advertising has ap- 
pointed Ken Parks, formerly with 
the Des Moines Register and Trib- 
une, its art director 
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“> JAMES 


WO INSTALLATION 


DEALERS NAME 


TEASER—The 189-line newspaper teaser 

at top leads to full-page copy shown 

below for James Mfg. Co.'s new James 
movable dishwasher. 


Movable Dishwasher 
to Be Introduced 
Nationally Soon 


Denver, March 11—A “pert- 
faced” English butler called James 
may soon become a well-known 
figure in the U. S. He is the trade 
character to be used in a national 
campaign being set up for James 
mobile automatic dishwashers by 
Galen E. Broyles Co. here. It is 
expected the campaign budget— 
which will be announced in about 
two months—will be the largest 
known so far in the Rocky Moun- 
tain region. 

Made by James Mfg. Co., Inde- 
pendence, Kan., the machines are 
something different in dishwash- 
ers, according to Stanley Silber, 
sales manager. 

He describes the machine as a 
“gleaming porcelain cabinet which 
wheels around the kitchen and 
dining room on _ smooth-rolling 
casters. A unique rubber hose con- 
nection with the hot water faucet, 
with drainage into the sink 


ear WHAT'S THE 


3rd 


METHOD OF 
CIRCULATION? 


See March 31st Issue 


( Advertisement) 


| @ Mr. 
| machine at $229.95 is cheaper than “clipped accent” and a musical dit- | 
|conventional washers and saves ty are currently being used by 
| the buyer up to $300 in installation dealers in a few markets. 


through another hose, 


tion.” 


| costs. 


The machine already has been PR Meeting March 20-21 
| distributed to 40 department stores 
coast to coast, and 25 distributors! ji. Relations Conference will be 
have been established. 
The Broyles agency has begun Hotel, Richmond, Va 


Silber claims the James ments using the English butler’s| 


is all that doing market and media research. 
is needed to set it up for opera- Filmed TV spots are being pre- 


pared by Alexander Film Co., Col- 
orado Springs. Radio announce- 


| 


The fourth annua! Virginia Pub-! 


held March 20-21 in the Richmond 


How to GET NEW YORK ART 


and National Art, too. Get the Art and Photo Buyers’ Guide published by 
ART DIRECTOR and STUDIO NEWS, trade magazine for the commercial art field. 
Over 80 different art, photo services listed. Over 1000 artists, photographers, 
studios listed. PRICE: $1.00 for the first such Guide ever published. 


SPECIAL OFFERI |-year subscription—12 issves—to ART DIRECTOR & 
STUDIO NEWS—includiftg the Buyers’ Guide. . 


ART DIRECTOR & STUDIO NEWS Dept. AA‘, 43 Eost 49h St NYY 


..only $2.00 


“Thanks to the consumer 
demand created by radio 
advertising, the majority 
of druggists in 
area found it 
advantageous to stock.” 


the WMAQ 
highly 


When Foley and Company decided to introduce their new cough-restrain- 
ing product, FOLEY QUIT-ITS, in the Chicago and Midwest market, they 
naturally turned to Station WMAQ, master sales medium of the Middle West. 
A schedule of announcements was placed in the “Early Norman Ross” pro- 
gram, broadcast Mondays through Saturdays between 6:15 and 6:55 a.m. 


And again WUAC produced as expected! 
Here is the report from Wendell Walker, account executive for Lauesen & 
Salomon, Foley and Company advertising agency: 


“We have been most gratified, during the introductory campaign for 
FOLEY QUIT-ITS, at the number of druggists and consumers who 
said they heard about them on the ‘Early Norman Ross’ show. 


“No salesmen contacted druggists on behalf of FOLEY QUIT-ITS, 
either before or during the campaign. But thanks to the consumer 
demand created by radio advertising, the majority of the druggists 
in the WMAQ area found it highly advantageous to stock.” 


Again and again advertisers find proof in their sales records that WMAQ 
is the sales medium which delivers the buying audience. Your WMAQ or 
NBC Spot salesman will be glad to give you the complete story. 
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Porter Explains 
Stiff Fight That 
Newspapers Face 


Burnett Exec Hits Idea 
That Space Selling Must 
Be Kid Gloves Affair 
Curcaco, March 11—-Newspapers 
are going to have to put up a stiff | 


fight for the advertising dollar | 
That is what Arthur A. Porter, 


manager of the media department 
of Leo Burnett Co., Chicago, told ' 
|a luncheon meeting of the News- 
paper Representatives Assn. of 
Chicago today 

Even with a booming economy, 
| he said, it has become much harder 
|for an advertiser to maintain his 
|}competitive position. He pointed 
j out that “an advertiser who spent 
| $1,000,000 a year in 1940 to de- 
liver a certain number of sales 
messages to people would have to 
spend $1,500,000 to $1,600,000 in 
1952 to maintain his competitive 
position as an advertiser and to) 
deliver the same number of sales} 
messages.” 


| vertiser who used 


JUST ASK FOR MARIE: longer has that wide a choice,” 
Cali WAbash 2-8655 and ask for || the media director continued. “To- 
Marie Maize on your next multi- | uF ined reel - 

|day, if he desires continuity his 


graph. mimnoogreme. add or 
me ling Job. »4-- &-&- | pressure is in one or two channels 
ef caperienced rsonnel. charges | of media if he is going to build a 
always in line. . 
I S. Dearborn St., Chicago 5. || 

23rd successful year.) 


_ really important position for his 
(Now in our 


| product.” 
| Performance of all media is be- 


Rg WORSE 
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ing watched more thoroughly than} information that will help do that | much is he spending—what sort of 


ever before, he said. This leads to 
“a completely new set of standards 
for the guy who wants to be a 
really effective media salesman. 


job. 

| He criticized salesmen who 
| know only those facts which apply 
| to the medium they are selling. 


continuity is he buying with his 
dollars? 


@ “3. The next thing is how the 


“We are a little bored with the| “From now on that is not going to competitive media he is using are 


media salesman who comes in and 
prefaces his remarks by saying, 


|be enough,” he declared. 


| 


performing for him in your mar- 
kets. You ought to know something 


‘Now, I don’t want to discuss my | ® According to Mr. Porter, sales- about the total audience he is 
competitors. I just want to tell|men should be equipped with the petting with his television show, 


you about my publication and keep 
this conversation nice and clean’.” 


|@ Mr. Porter pointed out that such 


a salesman is suffering from a 
serious delusion. With the amount 
of time and effort that agencies 
and clients are spending on com- 


ness. 

Agencies, he said, spend a major 
share of their time trying to be 
sure they are spending the client's 
money in such a way that they 
are getting the best advertising 
value for every dollar spent. He 
urged the group to contribute any 


following information before see- 
ing an agency or an advertiser: 
‘l. The first thing you must 
| have is a basic knowledge about 
| the kind of market that makes up 
| an advertiser’s best potential. 
“Is he trying to sell his product 
|} to young people or older people? 


|country where he should expect 
the greatest volume? 

“2. The next thing you need is 
a complete picture of where he is 
spending his advertising money 
now—as it affects your markets. 

“Is he in television, radio, maga- 
zines, outdoor, and so forth—how 


= 


— 


Don't overlook F.M. 


You're working in the city. Turn on your radio. Listen to one of 
your AM commercials, It's coming through, clear as a bell, from 
that big transmitter nearby. Sounds fine, doesn't it? 

But there are many places in the country where that commercial 
of yours can't be heard at all—even though it's broadcast from 
an AM station right in the neighborhood. 

For in many places “radio climate” is such that the AM signal 
is torn to pieces by static, garbled by interfering “crosstalk.” The 
folks you're trying to sell can't hear your message at all. 

FM solves that problem for you in many areas. FM is clear as a 
bell whatever the “radio climate.’ So in making your time sched- 
ules—Don't Overlook FM. 


recent spot radio 
h Hearing Aids, 
Zenith used rately keyed s 

on FM and AM n 

In several 


eionc ostancte RADIO 
and TELEVISION 


and how many people his radio is 
delivering. 

“You ought to know as much as 
possible about the kind of reader- 
ship he is getting with his maga- 
zine advertising, and how it is 
performing in your markets. You 
ought to know something about 


| parisons of various forms of media|Is the metropolitan urban family | § oteet : f hi : 
wr , - ’ is magaz 
|@ “The medium-size national ad-| today, he said, the salesman who| his best prospect or is it the family — ee « an 
magazines, | does not sell competitively is not! in the small town or on the farm? 
newspapers and radio in 1940 no| making a strong bid for the busi-| What about the regions of the 


| advertising. Is it being channeled 
| primarily into the large cities or 
|is it spread across the country in 
all sorts of communities? 

“4. You should know something 
about his product distribution— 
where it is and how he gets it—and 
his sales organization—how it 

| operates, and how big it is—so 
|that you can have some idea of 
| what you could do to help inter- 
pret his advertising to his men in 
the field and to his retailers and 
distributors. 
@ “5. You should know as much 
as you possibly can about his setup 
for merchandising his advertising 
in your markets—how it is being 
done and how effective it is.” 

Advertisers and agencies can 
provide such information, he said, 
if the “result is to help us make a 
better analysis of what our adver- 
tising dollars are delivering.” 

“The really effective newspaper 

salesman should know as much 
|about the Nielsen Television and 
| Radio Index, about the ARB tele- 
vision analysis, as he knows about 
the Continuing Study of Newspa- 
per Reading and his latest circu- 
lation statement. 

“He should know as much about 

| the total audience of Life and the 
coverage of NBC as he does about 
his own newspaper's family pene- 
| tration.” 


® Mr. Porter pointed out that ad- 
vertisers are not getting enough 
facts about the people reached and 
the costs of newspaper advertising. 

“With printed media we have 
available carefully audited figures 
|of the amount of circulation we 
buy and where it goes,” he said. 
“The only place an advertiser can 
get a fairly reliable and specific 
| idea today of how many people he 
}reaches with his advertising mes- 
sage and how much it costs him to 
put it across is in the broadcasting 
field. 

“We can put a new TV or radio 
show on the air next week and 
through the services of Nielsen, 
Hooper, ARB and so forth we can 
get a continuous record of how 
many families we reached. We 
know how long they watched it 
and what it cost us per thousand 
to buy this audience.” 


s However, he said, although the 
'Continuing Study of Newspaper 
Reading has been very helpful, it 
is merely the first step in a plan 
of measuring the power of the 
newspaper medium. What adver- 
tisers and agencies want to know 
is the cost of the space and the 
total circulation. 

Mr. Porter told the group that 
the statement “TV is too expen- 
sive” is a misconception. Using 
the Procter & Gamble-sponsored 
Red Skelton show for analysis of 
cost, he said his agency found that 
according to the Nielsen and ARB 
ratings for January, a total TV 
audience of 24,784,000 persons was 
reached at a cost of $2.50 per thou- 
sand. If a 2,000-line soap ad was 
run in 79 newspapers in TV mar- 
kets with a total circulation of 
20,000,000—which would result in 
a reading audience of about 50,- 
000,000 (2% readers per copy)— 
and was read by 59% of the 
readers, it would be delivered at 


x 56 ee 
| 
| 

& j 

A [ of | 

> . $$$ ———_—————— i ' 

: | ¥ | 

f Ss ~ | , 

‘ 2 = ‘ te | ‘ 

, _ — eee ‘1 | | 

iy \ — to sg ana | 

Pe ~, ee gue 4 ‘ ; 9 | ' 

2: e yh? — gt ae i ifs : 

7 5 ——— — {, ! i ‘ ~ i 

Hi - gi ee a nd jt We 

q Time V4 | < & 

3 1 . a — | Iyetp vee + oe: <5 

5 aia a | if? \ zz 

— Iya t OE ni fii fee A 

; : — iyi ‘ \ ST) 

: : _ “a yy tia ae fy { i 

= _ | \ | ' ‘ ( | | { rr [ NU ri H 

% ae 4 Pe i }te- , \ / .: 

— ear tL 7 : | 

2g l a 1 ore a | / ‘SF 6 

*; Pe = ———— e | z 6 as. 

3 : va y = 

d | ' i | — Ww 7 : 

oe aad a ‘ t) 

a \riseaS >> | = 

ee as i 

J : ; a . ey 

q oda a ae = | 

Gg ‘ = oe 

~ : 

= { 

oF 

R ft 

2 _ 

i# ‘ a A _ 

; ; ' } 

2 Se oe oe OES arto. tis tee 2 

= ne F OES La REN PR Le NE j ice ws ns ry 

y: Ss ROY, : . 

| CU ITH ite 

ee outnumbered those fros AM aa e me 

‘ n others, FM was—-on the basis 7 . ny 

f cost per inquiry—-the best ccnioaan é — es $ a] 

buy. Here's real proof of the am oa A RS re 
; gee Anp % | 
ZENITH RADIO CORPORATION © Chicago 39, Illinois itn: thaliana RET Seis O68 8 SEIS. a ‘ 

ee ‘ tn : foes tS aa 

cag BN ah ay 9) aT TS ai Ree eS oS ee ee eae et 


Advertising Age, March 17, 1952 


a total cost per thousand of about 
$2.98, he said. 

The effective media salesman 
in the years ahead, Mr. Porter said, 
is going to be a man who knows 
a lot about how agency media 
recommendations are made. The! 
recommendations stem, the media | 
man said, from two basic sources: 


s “The first is a thorough famili- 
arity with all the marketing fac- 
tors pertaining to the product— 
what our best potential customer 
looks like in terms of where she 
lives, how old she is, her income, 
her cultural level, the size of her 
family, and so forth. We need to 
know equally as much about our | 
competitor’s market and his tech- 
niques in attacking that market. 

“Secondly, we must have a 
thorough familiarity with the 
reasoning and the purposes of our 
advertising appeal, its most basic 
concept and form, the sort of 
reasons that we will give our po- 
tential prospects to make them 
buy, the kind of graphics that will 
be used in the printed media, or 
the special types of emotional or 
reason-why appeal that will be 
used through broadcasting. 

“We need complete information 
from both the marketing and the 
creative departments to select the 
best combination of media to do 
the job. I'd like to point out that 
in recent years a number of adver- 
tising campaigns have failed be- 
cause they started in the media 
department, rather than stemming 
from the results of marketing 
planning and creative planning. 
They failed because they pushed 
the creative people into a corner 
and forced them to write adver- 
tising to fit certain media require- 
ments. In our agency, we believe 
this is approaching the problem 
backwards.” 


s He said that a phrase in adver- | 
tising circles that will be heard | 
frequently in the future is “the | 
personality factor in selling.” The | 
campaign that makes the best use | 
of the personality factor in selling 
is the campaign that does the best 
job of bridging the gap between 
the factory and the consumer in 
the most human and most believa- 
ble way. 

Looking at the different chan- 
nels of communication open to 
advertisers, he said that all media 
have certain personality advan- 
tages: 

“1. Radio has the sound of the 


Theres | 


ae 


oe 


BUT WHAT’S THE 


3rd | 


METHOD OF 
CIRCULATION? 


ao 


See March 31st Issue 


(Advertisement) 


human voice, which, if used prop- 
erly, can provide an intimate and 
personal element in selling. 

“2. Television has the advan- 
tage of bringing the actual product 
demonstration right into your liv- 
ing room or your study. 

“3. National magazines have the 


,advantage of sharp and_ beautiful 


color in an editorial atmosphere 
that can provide a logical back- 
drop for the story. 

“4. Newspapers have the local 
touch and offer us an opportunity 
to project our selling story in an 
environment consisting of local 
news and features in the same at- 
mosphere which our dealers and 
retailers use to sell our products 
locally. On Sunday, the newspaper 
has color to work with as well. 
Daily and Sunday, the newspaper 
offers us complete or near-com- 
plete coverage of families in vari- 
ous markets.” 


e If newspapers are to hold all 
their readers, he warned, some 
startling revision in technique 


must be made in the face of all the 
stepped-up competition for peo- 
ple’s time and attention. 

The average person today is 
living faster than ever and has 
more activities bidding for a chunk 
of his leisure time, he said. The 
capsule and the concentrate seem 
to be the order of the day—from 
orange juice to national maga- 
zines. When, before the 1950s, 


could a magazine like Quick have 
attained a place in the sun so 
fast, he asked. It got there, he 
said, because it filled a need—in- 
formation in a hurry for busy 
people. 

Newspaper editorial reporting 
will have to be faster, more tele- 
graphic and more pictorial than 
ever in the years ahead, he con- 
tended. The camera may aid as a 


replacement for long columns of 
type. Or, he said, it might be that 
newspapers will be called upon to 
do a better and more extensive job 
of color. Merchandising techniques 
also will have to be greatly im- 
proved. He said that few news- 
papers do an aggressive and im- 
aginative job of trying to make 
national advertising work better 
in the community. 


WORLD'S 


GREATEST OPERAS © 


\ 


“Sales up 60%” 
That’s the report of Werlein’s 
New Orleans, after 8 months of 
car card advertising. “Record sales 
are being made in Werlein’s Rec- 
ord Department” states Ted Frank, 
Manager. “Through transporta- 
tion advertising, | have built this 
department into one of the hottest 
in the South.” 


Transportation 
Advertisers, Inc. 


Richards Bldg. 
New Orleans 12, La. 
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Preliminary FCC Data 
Show 93 TV Stations 
Operate in the Black 


WasHINGTON, March 11—The 
Federal Communications Commis- 
sion reported last week that TV 
stations in'1951 outpaced radio as a 
money maker for the first time for 
the networks 


Ninety-three TV stations wound 


CATCHING EYES 


is whet Eye*Catchers 
- 6 photes er mats do for 
4 4 ody. or editorials at very 
& little cost. SINGLE prints 
a or money-soving subscrip- 
7 tion. FREE Proofbook No 

1 evelleble NOW 
EVE*CATCHERS, Inc. 


207 E. 37 $., WY. City 6 


TV a Money Maker 
for Stations in ‘51 | 


up the year with a profit. A year 
earlier only 53 stations were in the} 
black, and TV caused network op- 
erators a net loss of $10,000,000 in| 
1950. 

TV revenues during 1951 were 
$239,500,000, FCC said. This was 
double the 1950 total of $105,900, | 
000 and seven times the 1949 figure | 
of $34,300,000. TV industry in-| 
come before federal] taxes was| 
$43,600,000 compared with an 
over-all loss of $9,200,000 in 1950 
and $25,300,000 in 1949. 


® Only 13 of the nation’s 108 sta- 
tions were known to have lost 
money in 1951. Two network- 
owned stations were not tabulated 
in the report because data for 
these stations were not separately 
available from the network’s total 


| operations were 


figures. 

While FCC did not identify in- 
dividual stations, it pointed out 
that eight of the 13 unprofitable 
in Los Angeles 
and New York, the nation’s only 
seven-station markets. (The two 
unreported stations were also in 
| these cities.) Three of the other 
unprofitable operations were in| 
two- Station markets and one was! 
in a three-station market. Only | 
one of the nation’s 40 single-station | 
markets had an unprofitable TV 
operation. There were no unprof- | 
itable operations in the two four- 
station communities. 

| 
® FCC will not complete its tabu- 
lation of radio data until early 
next month, but it said last week 
its figures show that over-all net- | 
work earnings (before federal in- | 
come taxes) from combined AM | 
and TV operations were $22,800,- 
000. This is more than double the 
$8,700,000 recorded in 1950. 

Network earnings from radio 
fell from $18,700,000 in 1950 to 
$10,400,000 in 1951. But TV, which 


cost networks and their 15 owned 
and operated TV stations $10,000,- 
000 in 1950, returned $18,700,000 
before taxes in 1951. 

It was the first year that net- 
works have realized a profit from 
TV. In addition to a $10,000,000 
loss in 1950, networks reported a 
$12,100,000 loss from TV in 1949 
and $14,900,000 in 1948. 


= TV revenue of the network op-| 
erations was $132,200,000 in 1951 | 
compared with $100,400,000 from | 
radio. The TV revenue was up 
from $55,500,000 in 1950 and $19,- 
300,000 in 1949. Radio revenue had 
tapered off from $106,000,000 in 
1950 and $105,300,000 in 1949. 

TV expenses were increasing 
much slower than revenue, accord- 
ing to the network figures, but 
radio expense was up despite the 
lower revenues. Between 1950 and 
1951, TV expense went from $65,- 
500,000 +o $119,800,000 ard radio 
expense from $87,300,000 to $90,- 
000,000. 

The 93-non-network-owned TV 
stations reported their revenues as 
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$107,300,000 in 1951, more than 
double the $50,400,000 reported in 
1950. Earnings leaped from $800,- 
| 000 in 1950 to $31,200,000 for the 93 
stations. Ten stations earned $600,- 
000 to $1,000,000; eight between 
$1,000,000 and $1,500,000; and five 
“in excess of $1,500,000.” In 1950 
only three stations were in the 
$600,000 to $1,000,000 bracket, one 
in the $1,000,000 to $1,500,000, and 
none exceeded $1,500,000. Median 
income of the 93 profitable stations 


| 


| was $350,000 compared with $129,- 


200 for the 53 profitable stations 
in 1950. 


@ Averaging the records of 106 
stations, FCC found that average 
TV station revenue was $1,345,- 
000, average expense $964,000 and 
average income before federal 
taxes $381,000. 

In the 40 one-station communi- 
ties, however, average revenue was 
$955,000, average expense $570,000 
and average station income $385,- 
000. 

In the two seven-station mar- 
kets, average revenue per station 
was $2,765,000, average expense 
$2,688,000 and average income 
$77,000. It was in these two mar- 
kets that FCC found eight of the 13 
unprofitable operations. 

When the four seven-station 
market stations reporting profit- 
able operations were segregated 
from the losers, FCC found the 
profitable stations in these com- 
petitive markets had average reve- 
nues of $3,466,000, expenses of 
$2,159,000 and incomes of $1,307,- 
000, while the eight losing stations 
were averaging revenues of $2,- 
414,000, expenses of $2,952,000 and 
losses of $538,000. (Two of the 14 
stations in these markets did not 
report.) 


8 FCC said two of the 13 unprofit- 
able stations lost in excess of $800,- 
000 in 1951 (there was only one in 
this bracket in 1950). Two others 
lost between $400,000 and $600,- 
000. Two lost $200,000 to $400,000; 
four lost $100,000 to $200,000 and 
three lost less than $100,000 each. 

Three of the unprofitable TV 
operations were from the group of 
four stations with broadcast reve- 
nues of less than $259,000; two 
were from the group of 14 with 
revenues of $250,000 to $500,000; 
one was from the group of 17 with 
$500,600 to $750,000. 

Seven of the unprofitable sta- 
tions were in the red despite 
broadcast revenues in excess of 
$1,500,000. In fact, the “unprofit- 
able” group included one of the 
seven stations which chalked up 
broadcast revenues in excess of 
$3,000,000—the highest category 
appearing in this year’s TV tabu- 
lation. 

Figures released last week are 
labeled “preliminary,” subject to 
revision when the complete tabula- 
tion is released considerably later 
in the year. Similar preliminary 
figures for radio operations will 
appear about April 1, FCC said. 


Gar Wood Appoints Dries 


Gar Wood Industries Inc., 
Wayne, Mich., has appointed Ar- 
thur F. Dries, formerly advertising 
manager of Hose Accessories Co., 
Philadelphia, advertising and sales 
promotion manager. He will be 
in charge of the central ad depart- 
ment which handles all sales pro- 
motion and advertising for the 
Findlay, Wayne, St. Paul, Rich- 
mond and National Lift divisions 
|as well as for the branch offices 
in major cities. 


| RCA Offers Package UHF-TV 


RCA Victor division, Radio Corp. 

of America, Camden, N. J., is 
| offering a “Basic Buy” package to 
{launch new UHF television sta- 
tions. The package includes trans- 
mitter, transmission line and an- 
tenna, and is designed to be 
matched by studio equipment and 
more extensive broadcasting 
equipment. The same package will 
be provided for new VHF stations 
when the present construction 
freeze is lifted. 
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| Connecticut Cracks Down on 
| Kraft's Outdoor Ads for Oleo 


| The Connecticut State Food and 
|Drug Commission has accused 
Kraft Foods Co. of violating its 
|1951 statute regulating ads for 
oleomargarine. The commission 
has ordered the company to take 
down outdoor displays for Kraft’s 
Parkay margarine which say “with 
that dairy fresh flavor.” 

The Connecticut law prohibits 
reference to butter or dairy prod- 
ucts in ads for colored margarine. 
Kraft attorneys have admitted the 
signs were illegal, but claim they 


were put up “through an error on! 
the part of the company’s adver- 
tising agency.” The commission 
limited action against Kraft to a 
warning because it was the first 
violation of the law. Needham, 
Louis & Brorby, Chicago, handles 
the Parkay account. 


Power Co. Gets Account 


Edward M. Power Co., Pitts- 
burgh, has been appointed to direct 
advertising for the Newcomer car- 
bide tools division of Greenleaf 
Corp., Pittsburgh. Trade and busi- 
ness publications will be used. 
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Whether you are considering DAY-GLO on a 
point-of-sale item, direct mail piece, taxi-back or 
postal card it will pay you to investigate the Wilglo 
process — An exclusive high speed letterpress 
bronzer method of applying genuine DAY-GLO 
materials. 
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NEW MENNEN CAMPAIGN—Mennen Co. 
will open 1952 advertising for its com- 
plete line of baby products with this 
four-color page in Life March 17, handled 
by Grey Advertising Agency. 

Mennen Opens Baby 
Products Campaign 
in ‘Life’ March 17 

New York, March As -—Soenmen | 
Co. will open 1952 advertising for 
its complete line of baby products | 
with a four-color page ad in Life | 
March 17. 

The company’s complete line of 
baby products (oil, powder, soap 
and cream) will be featured in 18 | 
consumer magazines. 

A 4,800-line newspaper cam-| 
paign, carried by 64 newspapers in | 
52 cities, will be used for several | 
weeks based on the theme “keep 
baby’s skin rose-petal smooth.” | 
This will be followed by testi- 
monials illustrating mothers and! 
their babies, many of whom live | 
in the markets in which the news- 
paper advertising will appear. 

In addition, Mennen’s “Twenty | 
Questions” TV show will carry} 
20-second “hitch-hikes” on Men-| 
nen baby products. 

Point of sale material for wie) 
dows and counters has been de-| 
veloped to tie in with the magazine | 
advertising. 

Grey Advertising Agency 
the account. 


} 
| 


has 


Levitt Joins ‘Boys’ Lite’ 

Harold Levitt, formerly assist- 
ant to the circulation manager of 
Parents’ Institute’s Your New Baby 
and Baby Care Manual, has been 
named promotion director of Boys’ 
Life. 


than 


It takes more 
taste to put your 
product on the tongues of America’s 


original “Captive Audience’ — parents! 
Don't forget there's money in Sonny — 
and Susie, too, the boss product demand- 
ers! They yell for the soft drink that gives 
balloons — and they get it. And your sales 
message on PIONEER Qualatex “Floatin, 
Billboard” balloons advertises — an 
SELLS! ; 

Any product moves faster with low-cost 
PIONEER balloons as package inserts, 


tie-ons or self-liquidators. Gorgeous 
colors, printed in non-fading crackless 
pigments. Our Ad Service partment 


gives you ideas, samples, 


imprint information. 
Write The PIONEER 
Rubber Gmgesy, 108 Tif- 
fin Road, Willard, Obs. 


sattoon YOUR SALES 


with PIONEER QuALATEX 
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17 has now become 24 


A few months ago WSM pointed with 
pardonable pride to the seventeen net- 
work originations which came out of its 
studios weekly. 


The other day the man in charge of 
studios, statistics and guitar strings came 
up with the astonishing information that 
seventeen had now become twenty-four. 
In the rush of regular business, nobody 
else had even noticed that the Central 
South’s star salesmaker was producing 
seven more network shows! 


PP BED WOR YER OU NP aN UN NSE encore 


This is added evidence that no other 
single station in America can match 
WSM’s production know-how, nor offer 
talent (more than 200 people) of network 
quality in network quantity. And it ex- 
plains, better than statistics and surveys 
which confirm the fact, that you cannot 7 
really sell the full potential of the 
Central South without WSM. 
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CLEAR CHANNEL - 50,000 WATTS 
IRVING WAUGH, Commercial Manager 
EDWARD PETRY, National R: toti 
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Promotes R. A. Crichton 


Canadian Westinghouse Co., 
Hamilton, Ont., has promoted R.A 
Crichton to industrial sales man- 
ager of the Toronto district. Mr. 
Crichton joined Westinghouse in 
1949, and most recently has been 
special representative of the com- 
pany’s Ontario district manager 


Recher Assists Sales V. P. 

Union Bag & Paper Corp., New 
York, has appointed Harry Recher 
assistant to L. J. Doyle, v.p. in 
charge of paper and bag sales 
Formerly, he had been a field rep- 
resentative for Multiwall bag 
sales 


NEGRO NAMES: For the first time 
available 50,000 Names of Negro 
Professionals as doctors, teachers, 
beauticians, etc. Also mail order 
buyers. Can handle your address- 
ing. $14 per M. Allied Mailing: 


It's the Anxiety Copy That Sells... 


Importance of Behavior Study 
Stressed at Marketing Workshop 


Cuicaco, March 11—More and 
more market research people ap- 
pear to be interested in Freud 
these days. 

McCann-Erickson announced 
last week that it had set up a psy- 
chological research staff (AA, 
March 10). And the subconscious 
definitely held the edge over the 
conscious at last Wednesday’s 
workshop session sponsored by the 
Chicago chapter of the American 
Marketing Assn. 

An overflow crowd of more 
than 150 persons gathered to hear 
and question three speakers dis- 


tising Appeal?” The speakers were 
Richard Crisp, Tatham-Laird’s di- 
rector of research; Harriet Bruce 
Moore of Social Research Inc., and 
Sidney Cobabe of the Ad-Detector 
Corp. 


8 Mr. Crisp, the first speaker, was 
very concrete. He gave specific 
examples of how Tatham-Laird 
tests ad copy by P.C.R.—penetra- 
tion, concentration and recall. This 
system combines “depth” inter- 


viewing with standard readership | 
measuring techniques. It is pri-| 


marily a quantitative method. 


nether land of hidden feelings. 

Miss Moore told how her or- 
ganization uses intensive inter- 
viewing and projective techniques 
to unearth basic motivations of 
consumers, These underlying atti- 
tudes, she explained, must be 
reached if an ad is to be successful. 

Miss Moore stated that “pleasant 
ads” just don’t sell. By “pleasant,” 
she said she meant those ads which 
say, “Try this product because you 
will enjoy it.” She claimed that 
use of such “bland, inoffensive” 
ads resulted in a sales decline for 
Lucky Strike cigarets. 


s The all-important theme to play 
on, she declared, is anxiety. Miss 


Moore pointed out that a great) 


deal of advertising today relies on 
anxiety or fear. 

She gave cereal advertising as 
an example. “Cereal is a very dull 
| subject to talk about,” she said, 


101 W. 46th Street, NYC—PLaza | cussing “How Can Research Help However, the next two speakers “but it can be approached effec- 
7.7589. Choose the Most Effective Adver- ranged far and wide into the tively on a mother-child level 
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O rhe already familiar phrase “America is SOLD on 
ABC” is an idea that grew. Coined last year as a headline 
for a special American Broadeasting Company newspaper 
: series, this apt expression has become ABC’s basic selling 
theme. Affiliates are as enthusiastic as the network —also 


use it on stationery, in space advertising and promotional 
pieces, and in television and radio station breaks. 


© Making a bank statement interesting and intelligible 


is always a problem. Here's one more way of doing it, con- 
ceived by BBDO Boston for its 29-year client. The First 
National Bank of Boston. All First National advertising, 
whether it be blotters or symphony broadcasts, is designed 
to create a warm and friendly feeling for a bank that is “by 


iny measure —"The First’ by far in New England 


@ The biggest campaign in Bromo-Seltzer history was 
announced to the trade with a “bedsheet™ brochure, open- 


ing to a walloping 41 by 54 inch 
or half pages in two colors are a 
issue of the Post, Look, Life an 


es. In its first phase, full 
ppearing in nearly every 
d Ladies’ Home Journal, 


black-and-white pages in Quick. Sunday supplements, radio 
and TV spots and car cards tell th 


New York State constantly 


4) 


1e story locally. 


strives to improve the 


effectiveness of its “Vacationland” advertising. The merit 
of different formats and appeals is checked by response to 
offers of a free vacation guide. Take this New Yorker series. 


Which format had twice the pul 


ling power of the other 


two? Answer: The one using editorial-cartoon treatment. 
Newspaper and TV advertising is similarly tested. 
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Mothers worry about whether their 
children are getting enough energy. 
Effective advertising takes this 
fear as a point of departure and 
builds cerea] sales this way.” 

This is true, Miss Moore con- 
tinued, for a whole range of prod- 
ucts such as deodorants, cosmetics 
and any item connected with 
cleanliness. 

The guide for ad writers then, 
according to Miss Moore, must be 
the specific consumer expectation. 
Social Research attempts to dis- 
cover these expectations in its in- 
tensive interviews. Impact of ad- 
vertising is measured by such 
factors as intensity of language 
used in consumers’ answers to 
questions. 


® For this reason, Social Research 
interviewers are trained to ask 
questions which draw complicated 
replies. The interviewer also is 
told to take down answers as 
verbatim as possible. “Yes” and 
“no” answers are not wanted. 

| A housewife who is interviewed 
will therefore not be asked, “Did 
you like this ad?” Instead, she may 
be asked, “Most people like (or 
dislike) this ad. Why do you sup- 

| pose this is so?” 


|m These answers are then analyzed 
by Social Research from a number 
of standpoints. Willingness of a 
person to talk about a product is 
an important indicator. Manner- 
isms used in discussing a product 
| or ad are carefully noted. Whether 
a respondent uses swear words in 
answering may have prime rele- 
| vance, since it indicates strong 
| feelings on the subject. 

| Miss Moore said that by means 
of such analysis one is able to de- 
termine “where in an ad the cores 
of feeling reside.” 

She also stressed the importance 
| of differentiating markets. She ex- 
| plained that a copywriter must 
| know which class of people a prod- 
|uct is aimed at—what they read, 

what they do, where they live. 


|® Mr. Cobabe followed Miss Moore 
' with a description of how he tests 
the third dimension where there 
is “no conscious control.” 

The principal testing medium 
| here is the electro-mechanical gal- 
| vanometer, a “lie detector” type of 

instrument. Mr. Cobabe said prob- 

'ing on this level can reveal “how 
hard an ad socks.” He explained 
that in many orthodox studies 
there is a great danger of inter- 
viewers not getting the right an- 
swers. He said that the instrument 
|test can provide an important 
check on subjective surveys. From 
his work in this field Mr. Cobabe 
said he has become impressed with 
the need for simplicity in adver- 
tising. 

Both Mr. Cobabe and Miss Moore 
emphasized that their systems are 
not intended to replace standard 
quantitative research. They 
| pointed out that the results they 
get often correlate very well with 
orthodox tests. 


8 In his opening presentation, Mr. 
Crisp traced the evolution of an 
ad slogan. He used as an example 
a campaign developed by Tatham- 
Laird for Kix cereal. 

His research staff worked first 
with six or seven themes proposed 
by copywriters. The choices were 
narrowed down by interviews with 
women. Here are some of the 
themes which were rejected: 

1. Economy—only 3¢ a bowl 
Women interviewed said they 
knew about the low cost of cereal 
| and did not want to be told about 
it in ads. 

2. E+, standing for energy plus 
Too many housewives simply did 
not understand this symbol. 

3. Half-gone at 11 a.m., the 
theme being, “Do you have enough 
energy to last you through the 
morning’s work?” Too many wo- 
'men thought “half-gone” signified 
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MALE APPEAL—Latest in the “good thing” 
series Owen & Chappel, New York, has 
created for the Hunter-Wilson Distilling 
Co., Louisville, is this shaving mug ad 
In four-colors, the page will run in Ebony 
(April) and Life (March 14). 


a person “who wasn’t ali there.” 

4. Sizzles with energy. This re- 
minded women of the Rice Krispies 
slogan. 

5. Vitamins. The listing of the 
names of vitamins drew little re- 
sponse. Sorne 70% of those inter- 
viewed did not know about these 
names. 

By this process of elimination a 
final story for the ad is arrived at. 
In this case, an “energy” theme 
received the greatest response and 
was used. 


® Tatham-Laird tests a final piece 
of copy by getting comparison in- 
terviews with ads currently being 
used in newspapers and magazines. 
Mr. Crisp stressed the importance 
of using prospective customers in 
these studies. Three basic steps 
are involved: (1) exposing con- 
sumers to the ad, (2) getting a 
playback of response, and (3) 
analyzing response. 

Mr. Crisp pointed out that it is 
well worth spending $3,000 on a 
sample color ad before spending 
$25,000 to take a full page in Life. 

He also told the audience that 
his staff no longer pays any heed 
to “high attention-getting” ads. He 
explained that in a number of in- 


stances women remembered a 
striking picture in an ad, and 
some even recalled the slogan 


under the picture. However, many 
of these same people could not re- 
call the product at all. 


69th in suvinc power 
among Sales Management's 
162 Metropolitan County Areas 
e | 
I; you're planning a news- 
paper campaign to cover the 
first 100 markets according 
to Buying Power, then over 
234,000 Quad-Citians are 
equipped in the pocketbook 
to respond. Factories on the 
Illinois side of the Quad- 
Cities sign 65% of the pay- 
roll. And you cover Rock 
Island, Moline and East Mo- 
line (3 of the 4) 
when you use 
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| Rhines Named Ad Director 


| Dana W. Rhines has been ap- 
pointed advertising director of the 
H&W Co., Sara Drew Inc. and 
Layne Foundations Inc. Working 
out of New York, Mr. Rhines will 
coordinate advertising, sales pro- 
motion and publicity for the three 
| companies. He fills a post that has 
| been vacant for a number of years. 


Ad Club Appoints Roberts 

| The Advertising Club of Indi- 
anapolis has appointed James E. 
| Roberts, production manager of 
|O. T. Roberts & Co., advertising 
| representative, its executive secre- 
| tary. He succeeds Mrs. Frank D. 


LaCoss, Evers Elected V. P.s 

Louis LaCoss, editorial page edi- 
tor, and Edwin H. Evers, produc- 
tion manager of the St. Louis 
Globe-Democrat, have been elected 
V.p.s. 


‘Idea Center’ at NRA Meet 
Backed by 15 Manufacturers 


Some 15 manufacturers will 
pool their resources in a joint 
presentation of the “Idea Center” 
at the National Restaurant Assn. 
convention at Navy Pier, Chicago, 
May 5-9. 

Hospital food preparation, serv- 
ice and equipment will be dis- 
played. 


Appoints Jamian Advertising 

The Upholstered Furniture Man- 
ufacturers Assn. of New York has 
appointed Jamian Advertising and 
Publicity Inc., New York, to direct 
Adorn Co. Appoints Sullens its advertising and merchandising. 

Floyd M. Sullens, formerly 
president of Magic Folder Co., has 
been appointed director of sales 
for Adorn Co., Chicago, maker of 
plastic novelties for the ad spe- 
cialty and premium trade. 


Newspaper Becomes a Weekly 

The American, Cohoes, N. Y., 
daily, has become a weekly. Eco- 
nomic difficulties were given as 
the reason for the action. 


6! 


Starts Ad Drive tor Shoes 


Lumbard-Watson Shoe Co., Au- 
burn, Me., begins a national ad 
campaign in the March issue of 
Ladies’ Home Journal which will 
continue through 1952. Copy fea- 
tures the company’s new cushion- 
ized shoes. Direct mail and trade 
publications also will be used. 


Buick Promotes Ray Hayes 
Ray Hayes has been promoted to 
manager of the new public rela- 
tions department opened in Los 
Angeles by the Buick division of 
General Motors. Mr. Hayes for- 
merly was assistant public rela- 


Walker, who has resigned. 


As roving halfback and odd job man of 

The News drama pages, Robert Sylvester's 
interests include rodeos, records, floor 

shows, glockenspiel recitals, and “Dream 

Street Beat,” a Sunday assembly of theater 
ie anecdote. His output sometimes overflows 
into the slick magazines. He is an ardent 
anti-bebop, unashamed advocate of Dixie 
jazz; and in his spare time, a book author 
four to date. “Rough Sketch,” was made 
into the movie “We Were Strangers.” And, 
“Indian Summer? will be published in July. 
On the night of Thursday, February 14, at 
the City Center Ballet, occurred an incident 
which was fit material for the Marx Brothers. 
Mr. Sylvester's report of the affair herewith: 


3 Jerome Robbins’ new “Ballade” ballet is 
; one of the young maestro’s dreamy epics 
which isn’t quite slow enough to put you to 
sleep and not nearly lively enough to keep 
you anywhere near the edge of your chair. 


come nearest to producing a ballet which 
has no action at all. 


the balloon boy 


“Ballade” has Debussy 
built around long flute solos by Frances 
Blaisdell. It has scenery and costumes by 
Boris Aronson and it has a minimum of 
lighting — or maybe it should be called a 
maximum of unlighting—by Jean Rosenthal. 

4 Some puppet-ish figures are sprawled on 


musie which is 


exceptions, 


balloon at the ballet 


by Robert Sylvester, New York News 


scattered chairs. For some reason snow falls. 

Through the snow comes a wandering 
minstrel who gives each puppet an ordinary 
balloon on an ordinary string. 


what seems like 25 minutes. The 
(Spirit of Uplift?) bring everybody to life. 

So Nora Kaye does a brief solo which is 
really a series of controlled balances. Janet 
Reed does a humorous and rather pretty 
sequence with Roy Tobias. 
LeClereq hides her head, chooses direction, 


rest of the ballet all hands were kept busy 
dodging same to thunderous applause. 


Stories like Robert Sylvester's are not rare 
but regular fare... 
explain why The News is more read, better 
liked, than any other newspaper in America: 
and why advertising in The News is assured 
of high readership and reception. 


tions manager in Buick’s San 
Francisco office. 
7 = ae 
we 
Be 


This takes 


balloons 


Then Tanaquil 


It has meaning, no doubt. dances a bit, and purposely releases her bal- ; 
After almost 20 years of watching ballet, loon. Everybody stands dead still as long as we 
the choreographers (including Robbins) still it takes the balloon to float up into the flies. ” 
haven't convinced this square that the art Back comes the minstrel and collects his 2 
of the dance isn’t basically an art of action. balloons. Each figure goes dead ax soon as ? 
the balloon is recovered. Little Tanny ain't 2 
got hers. So the minstrel gives her a dirty 
look and walks off. Curtain. 
here it comes now 
So then came intermission, of course, and " 
the next ballet was the Pas de ‘Trois of ¥ 
Tallchief, Eglevsky and Hayden. “ 
Every year, or so it scome, the boys ia And about halfway through this ballet, a 4 
charge vie with each other as to who can good 20 minutes later, down from the flies F 
came LeClereq’s fugitive balloon and for the 1% 
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Hewitt, Ogilvy Makes Amazing New Beer Drink: How to Make Beer Taste 
Unusual Copy Pay Off as 


(Continued from Page 1) 
only one trouble with 
the campaign: It doesn’t sell Guin- 
ness Stout. Of course, Mr. Cone 
didn't know that when he made 
his “best campaigns” selections last 
October. It came out last week, 
when Tom Johnson, Hewitt, Ogil- 
vy’s copy chief, wryly commented 
in public that the campaign might 
be winning awards but it wasn’t 
moving Guinness 


There's 


® The Guinness campaign, in all 
probability, stems from the fact 
that Mr. Ogilvy is something of a 
gourmet. Even as a youth, Mr. 
Ogilvy had an educated palate. 
When he left Oxford, his taste 
buds drove him to France, where 
he wound up working in the kitch- 
en of a famed Parisian restaurant. 
After some months of palate-pleas- 
ing he returned to England and 
sold pots and pans, house to house. 

Handling of accounts like Hath- 
away Co. and Guinness Stout, Sun 
Oil, Helena Rubinstein, William 
Hollins & Co. (Viyella), British 
Industries Fair, Heublein Food 


| philosophy. 


Importing (Schweppes), Macin- 
tosh raincoats, Blousemaker and 
Chase National Bank have given 
the 42-month-old Hewitt, Ogilvy 
agency a reputation for top-drawer 
creative jobs. And its billings for 
1951 came to about $6,000,000. 
Anderson F. Hewitt, president, 
believes his agency's envied out- 
put flows natur- 
ally from the be- 
lief by all hands 
(90 people) in a 
The 
Getchell and 
JWT graduate 
sums it up like 
this: “We aim to 
make an ad un- 
derstandable and 


give the reader 

something worth Anderson Hewitt an 
while for his 

time and attention.” 


e Mr. Hewitt stressed that the 
agency was built on a happy blend- 
ing of creativeness and copy re- 
search. “We’re not interested in 
pretty-pretty, but what gets into 


F 


Tf you belong to the minority of New Yorkers who are not satisfied 
with light, pale, dry beer—try adding Guinness Stout! 


10) Mee 


SWITCH—When the Guinness ad at left was found wanting (the 
illustration didn’t get enough attention nor tell the story), HOBM 


the bean and stays there. Our copy 
is an expression of our basic 
thinking and our basic thinking 


comes from research.” 
A tall man with a blonde crew- 
cut, Mr. Hewitt spoke of the agen- 


The World's 


ae 


-oein the world’s 
largest flax \ 


cy’s pre-campaign procedure. He 
|talked enthusiastically. Alter- 


to 


oa 


|}mately he paced the floor and 
slumped into a chair. There are 
seven chairs in his office and he 
used four. 

“First we go over the advertis- | 
ing done by the competition,” he} 
said. ‘“‘We bone up on their selling 
activities. Then we get busy on 
depth interviews. These turn up 
several basic selling appeals. The | 
,appeals are tested to show the| 
| most promising. After that the 
idea-boys get to work on how the 
best appeals are to be handled} 
creatively.” | 


King 
A\e\ f 


# A plans board takes over at this 
point and sands down the rough | 
edges and decides whether the 
|campaign is the best the agency 
can whip up. 


STRONGER! - 


= 


if you belong to the minority of New Yorkers who are not satislied 
with light, pale, dry beer— . yor! 


switched to the approach ot right. Result: “Both headline and il- 
lustration work hard to tell the Guinness story.” 


|mention both of these elements. 


“This is in contrast to findings 
on the ad tested previously, which 
indicated the illustration was not 
carrying as large a share of the 
load as it might.” 

Copy testing thus shows that the 
campaign gets across to the public, 
even though Americans seem to 
have trouble acquiring a taste for 
the product. 


@ The agency has no separate re- 
search department in the usual 
agency sense. Just a handful of top 
men who have a pretty fair grasp 
of the subject. Mr. Ogilvy, for 
instance, is a former associate di- 
rector of Gallup’s Audience Re- 
search Institute, Princeton, N. J. 
Frederick P. Reynolds Jr., who 
heads research for the agency, is 
one of the top men in his field. 

Most research problems. en- 
countered by the agency are 
farmed out to leading companies 


<2) 
producing State 


When the client gives the okay, | specializing in that area. Then, 
the first ads run. A research gang| When the results are in, the agen- 
then starts on impact and reader-| CY boys analyze the findings from 
ship surveys. If the ad or any part| 4 to Izzard. 
of it fails to get across, the thing | 
is revised. In the case of one|# When Hewitt, Ogilvy, Benson & 
Guinness newspaper ad, research-} Mather opened its doors in Sep- 
ers reported: | tember, 1948, it had a number of 

“The illustration [a close-up of|small British accounts. In six 


Herb G 


of M d 


a man’s face, with the man drink- | 


North Dakota. Named Flax 
King at the 1951 Interna- 
tional Hay and Grain Show 
in Chicago. 


Sure, we're proud of Herb—but growing 
premium grain is no novelty in North Dakota, 

producers of 41% of the nation’s flax crop 
last year, and the nation’s leading wheat 


producer this year. 


When your advertising dollar goes to work 
in North Dakota, it enters a primarily 
rural state that boasts the nation’s fourth 
largest family buying power. One media 
alore, the North Dakota Dailies, reaches 
9 out of every 10 North Dakota families— 
delivers your sales message with convincing, 
hard-hitting local penetration. Don't 
overlook the wealthy North Dakota market 
and the North Dakota Dailies. 


MANDAN DAILY PIONEER” >" Deviis LAKE JOURNAL 
o\ . 


MINOT DAILY NEWS 


[’ THE FARGO FORUM 


ing from a foam-decked glass] | 
does not appear to work as hard 
as it might to get attention and 
tell the story. Fewer respondents 
refer to the picture than to ideas 
contained in the ad. 

“On the plus side, the idea pre- 
sented in the headline and open- 
ing copy comes back almost ver- 
batim from 13 out of 30 respond-| 
ents who prove recall of the ad.” 
| The headline said: “Amazing New 

Beer Drink! If you belong to the 
| minority of New Yorkers who are 
not satisfied with light, pale, dry | 
beer—try adding Guinness Stout!”| 


8 Hewitt, Ogilvy promptly dropped 
the man-drinking illustration. It 
substituted a close-up showing two | 
| hands pouring a bottle of beer and 
a bottle of Guinness into a glass si- | 
multaneously. The headline was 
changed: “How to Make Beer} 
Taste Stronger! If you belong to| 
|the minority of New Yorkers who} 
jare not satisfied with light, pale, | 
dry beer—add Guinness Stout for 
stronger flavor!” 
Researchers then reported: 


| 


months it had won its first major 
American client—Sun Oil. Two 
months later it got Chase National 
Bank, and persuaded it to try new 
advertising ideas, Chase and the 
agency knew the ordinary run of 


| bank ads was pompous and stuffy. 


The Chase people, moreover, were 
concerned about a 1946 survey that 
indicated 23% of America was 
anxious to see the government take 
over banks. 

HOBM started Chase out with 
small space newspaper ads. These 
were distinguished for their brisk, 
editorial style. When the first of 
this series pulled 40 coupons, Mr. 
Hewitt was horrified. But the 
bank people were pleased. “No ad 
of ours has ever gotten more than 
ten replies,” they told him. 

These small ads—featuring the 
butcher, the baker and the grocer 
—were later used in mat form by 
150 of Chase’s correspondent 
banks. These banks, located 
throughout the U. S., do business 
with Chase. 


s During the past year the agen- 
cy got Chase to go after big busi- 


3 ao 
TALLEY CITY TIMES RECORD F~ 211, corks HERALD 
Oo} 


“From the playback, it is quite| ness men. Page-and-a-fraction ads 
evident that both the headline and| in national magazines like Busi- 
the illustration work hard to tell| ness Week, Newsweek and Time 


BISMARCK TRIBUNE 


‘~ UNE | ="sAMESTOWN SUN 
meeranet want t CO HESRTUB SOLES |e roan rune meena 


the Guinness story. Typically, re- 
spondents say the ad showed two 
| bottles being poured into a glass 
| and said that Guinness makes beer 
| stronger. In fact, a majority of 
| those who prove recall of the ad 


told men about the bank’s depart- 
ments and services. A_ typical 
headline was “Why don’t you talk 
to the people at Chase? Chase’s 
commercial banking department 
handles thousands of problems just 


| 
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like yours each year.” of American marketing, American stop referring to the agency as Amcrico's 
This series, according to HOBM, | research and effective American British. Its eye was on American 

impressed big corporations with | advertising.” business and American accounts. F 0 RE M 0 S) T 

the idea that Chase is the biggest | Despite the Benson & Mather \ TOY TRADE 

and best bank and is definitely in| = Summing up the over-all objec- portion of its corporate name, the WW Magazine 


the business of lending large sums | tive of the new company was its | agency more than ever regards it- 
of money. cable address: “Flagbearer New self as an American company com- 


During the last week of Febru-| York.” peting hard for American accounts. Oldest in Field 
ary, the agency launched Chase} But HOBM seems to have re- And it’s doing fairly well. More leads in Lineage 
on a new series. This is aimed at) linquished its “flagbearing” role than 90% of its clients are Ameri- Write for New Market 
selling the idea that no American | for British business. Early in the can, and Hewitt, Ogilvy, Benson & J Dota Folder 

McCREADY PUBLISHING 


industry could have grown up| game, its executives asked Ameri- 
without banks—‘“the vitality of|can business paper reporters to of $8,500,000 a year 


Mather is now billing at the rate 


America is traceable to banks.” 
Large-space ads, these appear ini- 
tially in the New York Herald- 
Tribune, Journal of Commerce, 
Times and Wall Street Journal. 


® HOBM is proud of the hard- 
sell campaigns it has created for 
its accounts and of transferring 
the hard-sell idea to a beauty cli- 
ent: Helena Rubinstein. It delib- 
erately inserted ugly words in one 
Rubinstein multi-product ad. 
Words like “clogged pores,” “blem- 
ishes,” “oily skin.” This approach 
was tested in Detroit newspapers 
and proved a “big success.” 

Mr. Hewitt credits a single ad 
his agency created for Rubinstein 
with changing the sales curve in 
the whole estrogenic hormone 
field. Sales had been going down, 
down, down until this ad appeared 
in Life and ten newspapers. Then 
sales started reaching for the sky, 
with Rubinstein pacing the pack. 
The ad was«headlined: “How 


HOW WOMEN OVER 35 - 
CAN LOOK YOUNGER! © 
= 


4 Hragk Statement about Estrogemc Hormones 


by Helens Rubmstem 


SALES MAKER—Before this page ad ap- 
peored in Life and in ten newspapers, the 
estrogenic hormone field was in the sales 
doldrums. But after this ad the sales 
curve zoomed upward, with Helena Rubin- 
stein ahead of all competitors. 


Women Over 35 Can Look Young- 
er!” The illustration showed an 
attractive woman with an atten- 
tive male (the latter in silhouette). | 
The attentive male was Mr. Ogil- | 
vy. } 


| 


® HOBM got started when two 
leading British agencies decided 
to combine forces and move onto 
the American scene, The agencies | 
were S. H. Benson Ltd. and Math- | 
er & Crowther, both of London. } 

The new agency was first known 
as Benson & Mather. But this was | 
merely a corporate name. In a 
short while, Mr. Hewitt mioved ov- 
er from J. Walter Thompson Co. 
to head up the operation. When 
the doors were opened the name 
had become Hewitt, Ogilvy, Ben- 
son & Mather. Mr. Hewitt and Mr. 
Ogilvy are the major stockholders. | 


ein the beginning there were 
about 20 employes. Then, as now, | 
there were no Englishmen in the | 
setup. (The agency says Mr. Og-! 
ilvy is a Scot.) 

As originally planned, HOBM | 
aimed “to increase the sales of | 
British goods and services in the 
U. S.” It advertised in British 
business papers that the agency 
“combines a thorough understand- 
ing of British business | 


methods and difficulties with a 
complete knowledge and mastery | 


Consolidated Enamel Papers 


ee 


cut printing costs 
for Thomas A. Edison, Inc. 


With a line of products that ranges all the way 
from dictating equipment to storage batteries 
for streamlined trains, it doesn’t take long 
for printing costs to add up. 
That’s why Thomas A. Edison, Incorporated 
is specifying Consolidated Enamel Papers 
for more and more important printing jobs 
like the 40,000 copies monthly of Storage 
Battery Power, publication of the Edison 
Storage Battery Division. Thanks to the 
revolutionary method by which Consolidated 
Enamels are made, Edison is assured of 
finest printed quality at savings that average 
15 to 25°% of the net paper cost. 
If this sounds like the kind of economy 

, you've been looking for, where nothing is 
cut but the cost, we'll be glad to help you. 
Just give us the name of your printer and 

7 we'll send trial sheets for comparison 

with any enamel paper at any price. 


- Finest enamel paper quality at lower cost 
as the direct result of the enameling 
method which Consolidated fno- 
neered. Operating as a part of the 
papermaking machine, it elim- 
inates many costly steps still re- 
quired by other papermakers and 
produces highest quality paper, 
simultaneously enameled on both 
sides, i a single high-speed operation. 


Production Gloss - Modern Gloss - Flash Gioss 

CONSOLIDATED WATER POWER & PAPER COMPANY + Makers of Consoweid 

plastic surfacing and industrial laminates « Main Offices: Wisconsin Rapids. Wis. 
Sales Offices: 135 So. LaSalle St., Chicago 3, Il. 


71 W. 23rd N.Y. 10 


Only ABC Toy Paper 
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PHOTOGRAPHIC 
REVIEW 


READS, WRITES, WINS $200-—The Los Angeles Herald-Express ran two ads in 
Advertising Age, asking admen to write a caption for a cartoon. Out of more thon 
1,000 entries, that submitted by O. B. Lance, advertising and sales promotion man- 
ager of the electric refrigeration division of Servel Inc., was picked as the winner 
In this presentation of the $200 top award, made at the Servel plant in Evansville, Ind., 
are O. J. Dail, assistant v.p. and general manager of the electric refrigeration divi 
sion; W. J. Schmitt, executive v.p., Moloney, Regan & Schmitt, who represents the 
Herald-Express and made the presentation; Mr. Lance, the winner, who, incidentally, 
had never entered a coniest before; Hayden H. Young of Moloney, Regan & 
Schmitt; and John F. Zubrod, tant sales ger of the electric refrigero 


tion division. 


ONVENTION PLANNERS—Mack Burke, v.p. of Joshua B. Powers Inc. (left); Jere 
latterson, promotion manager of Life International; James Gilbert, executive v.p. 
®f Export Advertising Assn., and Jack Spiers, v.p. of Standard Brands International, 
iscuss plans for fourth international advertising convention of Export Advertising 
_ to be held May 8 at Hotel Plaza, New York. Messrs. Burke and Patterson 


are vice-chairman and chairman, respectively, of the convention. 


COOPERATION CUTS COSTS 49%~—When Emrich Baking Co., 
Minneapolis, decided to use outdoor locally urging people to 
“eal out,” it ran into the problem of producing 35 posters at 


reasonable cost. Emrich wonted four-color silk screen work, 


which was expensive. However, Pillsbury Mills loaned Emrich 
progressive four-color proofs originally made for a 9x12” win- 
dow poster featuring donuts. Pillsbury’s cooperation reduced 
Emrich’s cost by 49% and made the 24-sheet poster practical 
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celebrated their birthdays on March 5 and 6, respectively 
Left to right: L. J. Krakover, chief of publication copy and the 
oldest employe (17 years); Mr. and Mrs. Scott, and Charles 
Lilienfeld, v.p. 


ANNIVERSARY DINNER—In celebration of Schwimmer & Scott's 
19th anniversary, agency members met at a dinner party held 
at the Tavern Club in Chicago March 5. The party also served 
as a birthday tribute to both Mr. and Mrs. R. J. Scott, who 


“ts 


PLY YELL 


Nu -Style canwers 


THE INSIDE STORY 


WELL-BUILT MOWER—At first glance, the 
Bilt-Well ad at top seems to refer to the 
ad below rather than to Corr, Adams & 
Collier's woodwork. As you can see, 
Western Tool & Stamping Co.'s cutie 
can be called just that. The ads will run 
in Better Homes & Gardens in April. A. 
Martin Rothbardt Inc., Chicago, is West 
ern’s agency. Carr places direct 


STRIP IT DOWN, BUILD IT UP—One of the biggest problems in selling industrial 

products is showing the product, which usually doesn’t lend itself to briefcase 

portability. As a solution to the problem, the Philadelphia division of Yale & 

Towne Mfg. Co. has created this 26-page, eight-color, cut-out book. The book, 

used for sales presentations, shows the inner workings of the fork truck as the 
pages are turned. 


ADMEN ALL—The New Englond Advertising Executives Assn. and 


_ the Advertising Managers Bureau of New York State Dailies 


hear R. J. Wamester (photo on left), postmaster of Middletown 
N. Y., tell how he introduced chewing gum to Europe. Others in 
the picture, in the usual order, are Frank P. Buckley, retail ad 
manager of the Waterbury Republican and president of the New 
England group; T.A.D. Weaver, business manager of the Bridge 


port Post and Telegram, and John P. S. Doherty, ad manager 
of the Eagle Tribune, Lawrence, Mass., and v.p. of the associa- 
tion. Photo on the right shows, left to right, Allen B. Sikes, 
assistant director of the Bureau of Advertising; Mr. Buckley, 
ond Ambrose E. Stevens, v.p. in charge of sales and advertising 
of Minute Maid Corp. The two groups held their biennial meeting 
in Bridgeport 


VIDEO GETS DIMAGGIO—Joe DiMaggio looks over his new TV contract with 

his sponsor, Giovanni Buitoni (seated right), president of Buitoni Macaroni Corp., 

New York. Looking on are Reggie Schuebel (left) of Wyatt & Schuebel, and 

Robert Day, radio-TV director of Albert Frank-Guenther Law, agency for Buitoni. 

Wyott & Schuebel is packaging the show, “Joe DiMaggio’s Dugout,” to be tele- 
vised over NBC. 
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» Pathfinder <=, 


| )6CCtsceilils ideas : 
| “\ where ideas 2 


> 
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are wanted 


ae 
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~ Pl yates 
fa Cot 


People buy ideas first . . . sales of merchandise follow. 
By its editorial content, Pathfinder seeks out 
people who are looking for ideas. Twice each month, 


a Soul 
N, 
: 


to a nationwide family audience of thinking 
men and women, Pathfinder brings news and views 
on products and people, business and Government. 


majors in Pathfinder’s market . . . a market 


Parecet: © sean ate Narseat catert-aeetemeee 


No other magazine of comparable character | 
' 


where more than half the home-owning families 


of America live . . . families who have 


great needs and great buying power. 


If you sell products or services through ideas, 
Pathfinder will extend your coverage into an 
important new market of thinking people. That is 


why an ever-increasing number of important 
companies are adding Pathfinder to their 
national advertising programs. 


en ae | 


Publisher 


Washington Square, Phila. 5, Pa. 
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Group Appoints Leavens 

Warden Leavens, publisher of 
the Enterprise, Bolton, Ont., has 
been appointed advertising man- 
ager of the new Ontario division 
of the Canadian Weekly News- 
paper Assn 


Names Sills & Co. tor PR 

The Paper Plate Assn. has 
pointed Theodore R. Sills & 
New York, direct its 
relations 


ap- 
Co., 
public 


to 


Libbey Promotes Guitteau 


J.T. Guitteau, assistant manager 
of retail sales for Libbey glass di- 
vision of Owens-Illinois Glass Co., 
Toiedo, has been promoted to the 
newly established post of manager 
of chain store sales 


Shargel Joins Greenfield 

Ted Shargel, formerly with Ani- 
mation Studio, Houston, has joined 
N. C. Greenfield Advertising, New 
York 


ing department 


immediately 
Box 86 


200 E. Iflinois St., 


WANTED 
ASSISTANT TO ADVERTISING MANAGER 


leading television manufacturer needs IDEA MAN in advertis- 
This man will be 30-35 years old, primarily 
a loyout man, with a flair for ideas and writing copy. Experi 
ence in the appliance field will help, but not essential. Salary 
open. Tell us what you can do. Do not send samples. Interview 


Advertising Age 


Chicago 11, Hl 


ten 


Godfrey, Sparks Are Named 

Henry F. Godfrey, copy and me- 
dia research director for J. Walter 
Thompson Co.. New York, and 
Henry L. Sparks, manager of pub- 
lication media for Young & Rubi- 
cam, New York, have been named 
to the Advertising Research Foun- 
dation’s administration committee 
in charge of its Continuing Study 
of Newspaper Reading 


Form TV Film Company 

Watson-Rand Production Co., 
Portland, Ore., has been formed 
by Dick Rand of KGW, Portland, 
and Ed Watson of KPOJ, Port- 
land, to create and produce low- 
cost packaged radio and television 
programs. Offices are in the Radio 
Center Bldg 


Irving Goes to KULA 

Jack Irving, formerly assistant 
manager of KOOS, Coos Bay, Ore., 
will join KULA, Honolulu, effec- 
tive March 15 


NBP Adds ‘Paper Mill News’ 
Paper Mill News has joined the 
National Business Publications 


Magazines, TV 
Used for Window 
Shade Campaign 


Cuicaco, March 11—‘Style” is 
the key word in Joanna Western 
Mills Co.’s 1952 cloth window 
shade campaign. The campaign 
opens in magazines in April 

Service-type ads, varying in size 
from one-sixth, one-eighth and 
quarter-page, will feature com- 
ments by famous home furnishings 
consultants. The schedule calls for 
b&w ads in Better Homes & Gar- 
dens, Ladies’ Home Journal, Liv- 
ing for Young Homemakers, Mc- 
Call’s, Sunset Magazine, Woman’s 
Day and Woman’s Home Compan- 
ion. Trade publication ads will be 
directed to the institutional field. 

Participation in women’s TV 
shows is another important part 
of the campaign. At present. the 


How to get 6 spots 
for the price of 1 | 


Unique TV Announcement Plan Multiplies 
Merchandising Irapact 


B' ¥ one spot on WPTZ’s daily “Hollywood Playhouse” hour and 


you get five additional visual and aural mentions within the 


program. 


This means, not just a single visit to the 100,000 of Philadelphia’s 
million TV homes that watch this show daily, but six times that. 
What's more, this theatrical thorobred, now celebrating its 2nd 
Anniversary, is one of America’s highest rated, daily television shows. 
And you dominate the whole hour at single participation cost. 


_ A few “Spots” left for sale 


Speak to any Philadelphia dealer about the unusual selling effec- 
tiveness of this exclusive WPTZ “6 for 1” feature. Then speak to us— 
or NBC Spot Sales. Quickly though, because there are only a few left. 


WPTZ- 


Philadelphia 


NBC 


TV-AFFILIATE 


More people watch W PTZ than any other Philadelphia TV station 


1600 Architects Building, Philadelphia 3, Pa. LOcust 4-5500 . . . or NBC Spot Sales 


March 17, 


“Here's perfect taste 
for picture windows — 
cloth windew shades.” 


age tengiag 
Wiehe Sia 


company is using eight markets, 
mostly in the Midwest. Plans are 
being made to enter seven addi- 
tional cities. 


® A company spokesman said that 
TV advertising has proved very 
successful for Joanna Western be- 
cause product demonstration plays 
a big part in selling window 
shades. For example, he said, the 
company features Exlite, a room- 
darkening shade, and by means of 
a TV demonstration, viewers can 
see the actual product in service 

In addition to magazine and TV 
use, the company alse offers ex- 
tensive dealer promotion material 
Newspaper mats and radio tran- 
scriptions are made available to 
dealers, but dealers must pay space 
and time costs 

George H. Hartman Co., 
is the agency 


Chicago, 


Coppus Expands Ad Budget 

Coppus’ Engineering Corp. 
Worcester, Mass., is expanding its 
1952 ad budget for Coppus-Dennis 
Fanmix burners. Two-color 
spreads in power and engineering 
publications will be used. James 
Thomas Chirurg Co., Boston, is 
the agency 


Doty Joins Petry Co. 

Cc. L. Doty, with American 
Broadcasting Co. for the past ten 
years, has been added to the radio 
saies staff of Edward Petry & Co., 
New York, radio-TV station rep- 
resentative 


Eastwood Manages Agency 

Myron L. Eastwood Jr., partner 
and director of Hoag & Provandie 
Boston, has been appointed gen- 
eral manager of the agency 


BUT WHAT'S THE 


3rd 


METHOD OF 
CIRCULATION ? 


See March 31st Issue 
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eo « e e Advertising Age's 


«Sth Atuuaal 
“MARKET DATA ISSUE” 
tobe published — 


MAY 12,1952 _ 


<4 
wa 


24,000 REQUESTS 
_ MEDIA-PREPARED 
MARKET DATA 


BE SURE Yow ARE REPRESENTED 


With markets on the mareh, this fifth annual “Market Data Issue” of ADVER- 
TISING AGE—digesting and cataloging over 1,000 pieces of current available 
media-prepared market data—is the one single place where advertisers and 
their agencies can locate sources of up-to-date information on all types of mar- 
kets—national, regional, and local . . . consumer, trade, and industrial. 


Adding to its value and exceptional reading-life will be many important feature 
stories, charts and tabulations of populations, consumer buying power, national 
income, retail sales, etc.. by prominent research and marketing authorities. 


The extensive utility and value of this annual “Market Data Issue” to ADVER- 
TISING AGE’s 23,000 A.B.C. paid subscribers—the important people who are 
important to you—is evidenced by record-breaking response: Last year they 
sent us requests for 24.392 pieces of media-market data over a 12-week period 


of active use. 


With top interest, long reading life, and unusual responsiveness assured—with 
editorial content focused on the importance of media as primary sources for 


marketing data and assistance, the “Market Data Issue” gives every medium 


Closing an outstanding opportunity for effective promotion of the full values of its 
market, the scope and impact of its coverage. Decide now to be represented. 


Date Reserve your space today. 
APRIL 29 


~ Rdvertising Age 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 
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The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


‘Continental’ Review Spots ‘Eye and Ear’ Writer 
os a ‘Very Frustrated Male,’ Agency Man Says 


To the Editor: On Page 128 of 
your Feb. 25 issue under the Eye 
and Ear Department, some report- 
er in your organization has written 
a review of “The Continental” tele- 
vision show, CBS-TV twice a week 
at 11:15 p.m., sponsored by Bur- 
lington Mills, a client of this 
agency. 

The press, of course, is free to 
say what it pleases about almost 
anything and everything, but it 
seems to me that a publication like 
ADVERTISING AGE should at least 
attempt to assume reasonabie re- 
sponsibility for its editorials 


POINT-OF-SALE 


ADVERTISING 
DISPLAY -CO. 


218-124 West Pearl Si. 


“Hluminated and 
non-tlluminated 
types. 


Serving manufacturers of brand-name 
products from coast to coast. 


Representotives in principal cities 


In general, the review has a 
nasty tone. There is a way of be- 
ing critica] in a constructive man- 
ner. This reviewer, who is almost 
psychotic in his hatred for The 
Continental, suggests that every- 
thing about The Continental is 
phony, including his name. 

Any reporter could easily have 
ascertained some of the facts about 
The Continental, his name, his 
background and the status of the 
program, by merely picking up a 
phone or taking a walk around the 
block 

Here are some of the facts: The 
Continental’s name is Renzo Cez- 
ana. He is an accomplished scena- 
rist, former advertising executive, 
screen star and, incidentally, a 
highly cultured man. 

In only four weeks, The Conti- 
nental became the highest rated 
Class C program with a New York 
City Pulse of 9.3—a rating, inci- 
dentally, which exceeded 20 net- 
work programs broadcast in Class 
A time on that same evening. This 
latter statistic, it seems to me, 
should be of deep interest to the 
advertising and business fraternity 
which is seeking ways and means 
of reducing the high cost of TV by 
increasing its efficiency. 

The reviewer also speaks of the 
selling gimmick, Cameo hosiery’s 
Face Powder Finish, as a “copy- 
writer’s hallucination.” 

Here is another case where the 
desire to get the facts and not 
work for a wisecrack might have 


produced something very construc- | 


| tive in the review 
| . . 

“Face Powder Finish” is the 
copywriter’s description of a new 


siery a deliberate dull finish. The 
commercial announcer on the show 
states specifically that “Cameo 
Face Powder Finish hosiery does 
for a woman’s legs what face 
powder does for her face,” namely, 
removes the shine. 

Obviously, your reporter did not 
hear this or chose to ignore it. Ob- 
viously, your reporter is a man, 
because he does not understand 
the significance of this commercial 
approach, If he were a woman, 
he would, and if he were an objec- 
tive reporter, he might have asked 
his wife, although I suspect from 
his raging resentment to The Con- 
tinental, that this reporter is not 
married, or is a very frustrated 
male in some way. 

Another thing that could have 
been ascertained by a little investi- 
gation is the kind of reaction that 
The Continental is getting all over 
the country. The reaction is dra- 
matically implicit in the kind of 
mail which is coming in, not only 
from women but from men view- 
ers of the program 

Surprisingly enough, and it 
seems that this would be a matter 
of great interest to the advertising 
and business community, the mail 
response is not coming from mo- 
ronic, sex-starved women, but 
alert, intelligent women, who take 
a healthy view of the kin# of en- 


“Technical perfection in engineering” is the achievement citation to 
KFAB's staff of engineers. Every KFAB technician is an expert. . . 
trained and experienced in all phases of engineering from the control 
panel to field work. This experienced staff of technicians whose com- 


bined service records total 205 years 
ment money can buy 


* 


build another bonus for KFAB's advertisers. 
This is another guarantee thot the advertiser's message is delivered 
to KFAB listeners with maximum quality and effectiveness. 
ACHIEVEMENTS con be yours when you use KFAB—Contact Harry 
Burke, General Monager, or Free & Peters 
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W Another BLUE RIBBON Achievemert« 


. manning the finest equip- 


BIG 


high-twist yarn developed by Bur- | 
lington Mills, which gives the ho-| 


| 
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tertainment The Continental pro- 
vides. 

I had no intention of letting this 
run into a snide letter or a letter 
of angry defense of The Continen- 
tal and the sponsor’s commercial 
on the program. I hope it does not 
sound like that kind of letter, but 
I think the reviewer for your Eye 
and Ear Department deserves a 
slight spanking for very careless 
and sloppy reporting, and should 
look into his own psyche to see 
why he hates this Valentino of TV 
so violently. 

My great quarrel is with the fact 
that the review could have been 
a very constructive one if a few 
of the facts had been ascertained, 
even if it were a very critical re- 
view. 

I read ADVERTISING AGE for what 
is constructive in it. This kind of 
high school commentary is not up 
to ADVERTISING AGE standards of 
mature reportage. 

Sipney GARFIELD, 
Hirshon-Garfield, New York. 
s . * 

Altes Brewing, Detroit, 
Is McCann-Erickson Account 

To the Editor: Your issue of| 
March 3 carried on Page 64 a list} 
of breweries that have changed 
their agency during the past year. | 
The first name given is Altes| 
Brewing Co., Detroit, which “went | 
to Phillips-Ramsey Co. of San! 
Diego.” 

The inference is unmistakable 
that a change was made in the | 
handling of Altes Brewing Co.,| 
Detroit's, advertising. The fact is | 
that Altes operates two breweries 

~—one in Detroit and one in San 
Diego. It was the San Diego brew- | 
ery that moved its account to Phil-| 
lips-Ramsey Co. Altes Brewing Co., 
Detroit, remains with McCann- 
Erickson, where it has been for 
the past nine years. 

HuBERrtT R. DOERING, 
Account Executive, McCann- 
Erickson Inc., Detroit. 


Another for the Book 


To the Editor: It’s an occurrence 
like this that makes Bud-weiser. 
If I don’t miss my guess someone 
is going to have to take an aspirin. 

Let Copy Cub, Eye and Ear and 
Creative Man put their teeth in 
this one. 

L. R. Cocuran, 
Sarasota, Fla. 


€ © s 
Finds Tips on Classified 
Ad Writing Are Useful 

To the Editor: Whitt Northmore 
Schultz’s article on the wording 
of classified copy in your Feb. 11 
issue is a honey. 

It sums up so succinctly many 
of the principles of classified ad- 
vertising success that I should like 
to reproduce it in a future issue of 
our service. With full credit to Ap- 
VERTISING AGE, of course. 

Braprorp WYCKOFF, 

Howard Parish, Publisher, 

Miami, Fla. 


» * + 
Spots a New V.P. Duty 

To the Editor: Perhaps you 

missed this from yesterday’s Trib: 

-Henri, Hurst & McDonald Inc., adver- 
tising agency, announced election of 
Charles Pumpian, Daniel W. Foster, and 
Martin Zitz as vice-presidents. Pumpian 
is in charge of mails. . . 

Maybe Foote, Cone & Belding 
has more, but they certainly aren’t 
as specialized. 

JaMes R. Brooks, 

Public Relations and Publicity 

Department, Needham, Louis 

& Brorby, Chicago. 

Mr. Pumpian is in charge of 
media at Henri, Hurst & McDonald. 


ee ee e 
Says Monopoly States Sales 


Are Accurate Liquor Record 

To the Editor: Business Week, 
in its survey of liquor sales (Jan. 
26 issue) described our company 
as selling “more goods than other 
independents.” 

Yet in your rewrite of this BW 
article (AA, Feb. 4) you ranked 


“In Tacoma 
Local Coverage 
Is A Must,” 


says J. W. Condon, Jr., 
Manager Frigidaire Dept., 
Sunset Electric Co., Seattle 


J. W. Condon, Jr., heads the Frigidaire department of 
Sunset Frigidaire Company, Seattle—one of the Pacific 
Northwest's largest distributors of household appliances 
and automotive accessories. 

“We consider Tacoma as a separate and distinct trading 
area within the district we cover for Frigidaire,” says 


Mr. Condon. 


“Tacoma represents a very substantial part 


of our total sales potential and our experience definitely 


Proves that the market 


cannot be covered sufficiently by 


Seattle newspapers. Local coverage is the only answer.” 


News — 


Over 82,000 Circulation, A.B.C 


And we say: “Think TWICE about 

TACOMA .. . @ separate, distinct 

market, effectively covered ONLY 

by the dominant News Tribune.” 
Ask Sawyer, Ferguson, Walker 
Company. 


and K TNT 


Transit Radio 
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Advertising Age, March 17, 1952 
Publicker’s liquor subsidiaries 
sixth in sales among the inde- 
pendent distillers. Business Week 
did nct rank any of the independ- 
ents by total sales, except to note 


that Publicker was first. If it had) 
it would have shown Publicker| 
substantially ahead of all other in-| 
dependents. Matter of fact, several catalog did one-seventh of the total | 


!at John Plain & Co. The 


serts Co. somehow made its test 
“new 
angle,” it goes on to say, is the 
use of a composite group of mer- 
chandise in the front of a cata- 
log and that the results were 
astounding. It claims that 
pages in the front of a 650-page 


years ago, what was known in| business. 


this industry as the “Big Four” 
(Seagrams, Schenley, National 


Distillers and Hiram Walker) was! that playing around with the facts | 
enlarged to the “Big Five” by the/is no great crime. 


addition of Publicker. 
The BW survey 


sales among 27 states. This does| known several things: 
not include the most important! the device of printing a cross-sec- | 


markets, such as New York, IIli-| 
nois and California. Usually in 
commenting on sales, the 17 mono- 
poly states are used as a basis, 
because by the nature of their 
operation, these states maintain 
an accurate record of consumer 
sales. These 17 monopoly states in- 
clude the big liquor markets of 
Pennsylvania, Ohio, Michigan and 
Virginia. In these 17 monopoly 


listed brand} 


We admit that flights of fancy 
have their place in advertising and 


-but by golly, 


| this is taking indecent liberties. 


Your informant should have 


27} 


tion of merchandise in the front 
of a catalog originated at John 
Plain a dozen years ago; (2) that 
the merchandise we showed in the 
front of our book was a picked 
group of known sellers that were, 
for the most part, repeated in the 
body of the catalog; (3) that about 
three years ago we began intro- 
ducing color into the front section 
in an effort to step up sales. 

What your informant could not 
have known was last year’s re- 
sults, as he was out before the fig- 
ures were in. In other words, this 


is not the case of a new angle! 


here are the figures: 4.6% of our 
merchandise pages (those shown 
in color in the front of the catalog) 
produced exactly 6.5% of the grand 
total, after adjusting for dupli- 
cates. As the cost of producing col- 
or pages is from 200% to 400% 
more than black and white, we 


69 


regard the experiment as a lost 
cause. At any rate, the idea is be- 
ing dropped and in the next John 
Plain book there will be no Pre- 
view of Digest, as the section used 
to be called. 
HarROLp LACHMAN, 
John Plain & Co., Chicago. 


(1) that) tested, but a quite old one lifted. 


For those who may be interested, | 


i Population over 71,300 


Y OVER 100 


Avalanche- Journal 


ABC CIRCULATION OVER 46,000 


National Representative 


TEXAS DAILY PRESS LEAGUE, INC. 


states Publicker brands have en-| 
joyed excellent sales records: For| 
many months Charter Oak has! 
been the leader in sales among! 
bottled-in-bond straight bourbons; 
Rittenhouse among bottled-in-} 
bond straight ryes; Old Classic| 
among blends of straight whiskies; 
while Old Hickory has climbed to 
second place in sales among 
straight bourbons. Publicker is 
recognized as a leader in straight 
whiskies because it has been able} 
to market quality straights in di-| 
rect price competition with blends. | 
The climb in straight sales has} 
been influenced, we feel, by our| 
ability to distribute quality! 
straights at popular prices. 

Business Week did not mention | 
the sales record of our brands in 
the 17 monopoly states, where ac- | 
curate consumer figures can be} 
maintained. The other ten “open” | 
states, included in the BW survey, 
which maintain various forms of 
sales records, do not, we feel, give 
an accurate national picture. If 
sales records for all the 46 states 
were available, we feel the listing 
of the top 25 brands by BW, as re- 
printed by AA, might be different. 

B. A. BERGMAN, 
Director of Public Relations, 


Publicker Industries Inc., 
Philadelphia. 
. 7 7” 
On the Ball 
To the Editor: We ask—how 


timely can you get? 
Mrs. Moriz DRreyYFus, 
Philadelphia. 
+ 
To the Editor: Here’s what I call 
smart advertising! 
It appeared in the Philadelphia 


My, My!! 
How Slick Willie 
wishes he had 
bought a 


WEATHER KING 
WATER-LESS BATTERY 
ZEIHLER BROS., PHILA., PA. 


Inquirer the morning after Slick | 
Willie Sutton was caught. 
Murray ARNOLD, 
Program Director, WIP, Phil- 
adelphia. 
. 7 2 


Explains John Plain’s 
Color Insert Experience 

To the Editor: We read an ar- 
ticle in your issue of Feb. 18 with | 
raised eyebrows. The article we re- 
fer to says that “a new angle was) 
developed and tested last year by 
Catalog Inserts Co.” 

The implications are that the! 
now one-month-old Catalog In- 


oanesnene® 


Total Lineage 38,081,593 
—da gain of 1,831,895 lines in 1951 


Figures like these underscore the spec- 
tacular growth of Florida’s fabulous 
Gold Coast, and The Miami Herald’s 
comprehensive coverage of this year 
round, billion dollar market. See your 
SB&F man for all the facts. 
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savennvunssnenonnsensnereet? 


R YEAR 
RTISING FOR ot stores ~ 


avporseeneen? 


1951 


3 ,839 821 
3,777 9658 
3,602 »445 
3,381,025 
3 298,952 
3,259,698 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, National Reps. 
A. S. GRANT, Atlante 
Affiliated Stations — WQAM, WQAM-FM 


MIAMI -- An International Market 
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Information for Advertisers 


No. 4286. High Payrolls in Cincin-, 

nati 

Revealing a 30,000 increase in 
workers over the peak war year, 
the Cincinnati Times-Star’s “15th 
Annual Payroll Poll,” now avail- 
able, shows important growth in| 
the market potential—both as to) 


population and average w eekly in-| 


| 


come per worker 
No. 4287. Latest Data for Nash- 
ville 
“What Do You Want to Know 
about Nashville’” is a new mar- 
ket-and-media folder offered by 


the Nashville Banner and Tennes- 
sean. Detailing facts about above- 
average population increase and 
per capita income, it gives figures 
on retail sales, food sales, general 
merchandise sales, auto sales, drug 
sales, etc., with county breakdowns 
and maps charts show busi- 
ness growth over the past decade 


No, 4288. How to Write Copy na 
Defense Economy 

The Associated Business Publi- 
cations offers a new edition of its 
“Guide to Effective Wartime Ad- 
vertising’—-a case-book of the 
kind of problems met and handled 
business papers and advertisers 
ring the last world war. It gives 
leading examples, with purpose- 
abd-result discussions in such cate- 
ries as the battle of production, 
th battle of maintenance, thwart- 
ig “ignorance, the saboteur,” 
h@lping retailers to buy and sell, 
eZplaining substitutes, planning 
far the future, etc. Required read- 
for both copy and contact men. 


4289. Data for Royal Oak 
Walker & Co. offers a new data 
et for “Royal Oak and North 


Nets: Inquiries for the items listed abev 


i E. Tilinois St., Chicago 11, Dl. 


~~ 


please print or type) 


AME 
‘OMPANY 
ADDRESS 
City & ZONE 


USE.COUPON TO OBTAIN INFORMATION 


eaders Service Dept., ADVERTISING AGE 


lease send me the following (insert number of each item wanted 


Detroit Suburban Markets,” cov- 
ering character of market, popu- 
lation growth, high income, spend- 
ing, housing, banking, auto regis- 
trations, etc. Facts at a glance 


No. 4290. What They'll Buy in 
Colorado 
Colorado Rancher and Farmer | 


offers a new “1952 Buying Inten- 
tions Survey,” in which 524 typi- 
cal ranch and farm families have 
reported what they intend to buy 
during 1952. Sales potentials for 
272 items are shown in the survey 
No. 4294. Detailed Sales Guide to 
Foundry Market. 

Foundry presents a new book, 
“How to Sell the Foundry Market,” 
giving the occurrence of foundry 
productive capacity in 96 primary 
distribution centers, with a de- 
tailed analysis of foundry capacity 
in the 19 leading foundry market 
areas——covering size, type of metal 


| cast, melting equipment, depart- 


ments operated, casting methods, 
and kind (jobbing, captive, or 
both). Special factors affecting 
each of the 19 leading markets are 
discussed, and a map is provided 


for sales control. Included is a list | actually created this bridge to editorial | 


of foundry supply houses and 


agents 


No. 4299. Data File on Regional 
Purchasing Magazines. 
Associated Purchasing Publica- 
tions has prepared a new “Rate 
and Data Booklet for Regional 
Purchasing Magazines,” giving 
rates, mechanical requirements 
and circulation figures for 19 pub- 
lications in the major buying areas 


of the country. Convenient infor- | 


mation for space buyers. 
© will not be serviced beyond April 83. 


TITLE 


- STATE 


MAXWELL 
SERVICE 
@ fart of your 
SALES DEPARTMENT 


| 


SPECTACU 
ELECTRICS 


ADVERTISING SPACE SALESMAN 


Here is an opportunity in New York 
for a man with experience in creative 
selling to take on some substantial 
accounts immediately, and to build 
new business with an established and 
growing organization. These publi- 
cations have a net paid circulation 
of 1,000,000 in the Youth field. The 
right man can command a good start- 
ing salary and progress according to 
his ability. Please write about your- 
self to: 

Box 84, Advertising Age, 

801 Second Ave., New York 17, N. Y. 


LAR 


OUTDOOR 


-Maxwell Ci Adantic CY NL, 


THE ADVERTISING MA 


Rates 
lines (maximum—two) 30 letters and 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 


90¢ per line, minimum charge 


column inch. Regular card discounts, 


$3.60. Cash with order. Figure all cap 
spaces per line; upper & lower case 40 


size and frequency, apply on display. 


HELP WANTED 


! POSITIONS WANTED 


| SPACE BUYER WANTED 

By Chicago office of NATIONAL AAAA 
agency. Must have 4 or more years actual 
buying of publication space. Salary com- 
mensurate with ability and experience. 
Give complete business history and per- 
| sonal data. 

Box 4140, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
FRED J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women, 
185 N. Wabash FR 2-0115 Chicago 


man with following in industrial and cata- 
log work. Very liberal pay arrangement 
and bonus. We have complete layout, art 
and photographic production facilities 
Now serving leading concerns. For ap- 


We have attractive positions for men 
and women in Advertising and Publishing. 
MYRTLE BARNARD - CARMEN TAYLOR 
176 West Adams Ce 6-3178 - Chicago 
Copy and idea man, experienced in food 
lines, capable of original thinking and 
| with broad knowledge of merchandising. 
Permanent position with 20-year old, well- 
| established and financed agency with im- 
portant national accounts. Our organiza- 

tion knows of this ad. Salary open 

Box 4350, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


THIS COULD BE IT 
Top National magazine seeks dynamic 
young advertising or publicity man with 
general experience in related fields for 
key editorial position. His creative value 
would depend upon quality and volume 
of fresh and interesting editorial ideas 
| with practically no topies barred. We 


career which so many admen dream about 
Application should include all personal 
| details, must communicate creative spark 
required. Answers confidential. Write 
Box 4339, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 
ARTIST - WOMEN’S SHOES 

Must be experienced in wash drawings 
of women’s shoes. Permanent position in 
St. Louis with one of nation’s leading 
shoe retailers. Five-day week. Excellent 
salary for qualified person. Include sam- 
ples of shoe art (or reproductions) with 
your application. Samples will be returned 

. Address reply to Albert Shank, Ad. 
Megr., WOHL SHOE COMPANY, 1601 
WASHINGTON AVENUE, ST. LOUIS, 
MO. 


. CHICAGO AGYS. 
Modern designer & artist desires associa- 
tion with sound agency or company. 15 
yrs. exp. Thorough knowledge of design, 
type & prod. Salary plus profit share. 

Box 4335, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
Advertising Agency Account Executive to 
work with principal of 20-year old, es- 
tablished and well financed agency. Must 
have experience in food field, and 
capable of analyzing 
ducing sound advertising and merchan- 
dising ideas for important national ac- 
counts. Some traveling. Our organization 
knows of this ad. Salary Open. 

Box 4351, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


ATTENTION SMA 


COPY MAN—Aggressive COPY-CONTACT 
Man. Chicago Agency needs able young 
man who combines talent of copy writing 
with ability to work with client. Must be 


200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

| GEORGE WILLIAMS—PLACEMENTS 

| 209 S. State St. Ha 7-2063 Chicago 

| 


ART SALESMAN WANTED-—Small, well 
| established agency-studio with top-flight 
accounts considering expansion. Want to 
contact art salesman with some following. 
Excellent proposition for right party 

Box 4362, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


WANTED-ADVERTISING ART SALES-| 


pointment call after 7 p.m. SUperior 7-3059. | 


markets and pro-/| 


able to work in “team operation.” Mini- —— time buying, highest rated national 
- es shows 
a iy ay OE Now consultant on TV for world-wide organ- 


SPACE SALES - 5 YRS. EXPER. 
Bus. paper contacts Chicago and Midwest. 
Hard worker, U. grad, 33, for trade mag. 

Box 4273, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
I'M TIRED OF WAITING FOR 
OPPORTUNITY TO KNOCK--- 

My story: Advertising gal, with sales 
know-how and ideas, gunning for job 
with strong earning potential in sales and 
or promotion. Experience: radio time 
selling, publicity, promotion. Objective 
time, space, product selling and/or pro- 
motion or radio, publisher or industry. 

Box 4352, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

| TIME..INGENUITY=MORE ADVERTIs- 
|} ing. How much time is being given to 
| selling your publication in the eastern 
territory? It takes hard working hours 
plus ingenuity to do a good selling job 
for any medium. If you want a repre- 
sentative who will give your publication 
the time you have always hoped for and 
who has some proven selling ideas, Write 

Box 4353, ADVERTISING AGE, 

801 Second Ave., New York 17, N.Y 
THIS COPYMAN REALLY KNOWS FOOD 
Thorough agency experience in all media 
including TV; plus 2 years on-the-spot 
supermarket merchandising background 
Get-acquainted price: only $7500. 
| Box 4348, ADVERTISING AGE, 
| 801 Second Ave., New York 17, N. Y. 

TOPNOTCH LAYOUT ARTIST 
9 years agency and 


| 200 E. Illinois St., Chicago 11, Ill 
' 


Advertising Age, March 17, 1952 


MISCELLANEOUS 


Outright sale or co-owner. Going Specialty 
Advertising jobbing business. Sales Force 
many states. Good earnings. Unlimited 
prospects. Reasonable. Worth Investigating. 
Box 4357, ADVERTISING AGE, 
200 E. lllinois St., Chicago 11, Ill 


SPACE TO SHARE—2 private offices, re- 
ception room. Central location. Class 
building. One occupant. 

Box 4358, ADVERTISING AGE, 

206 E. Illinois St., Chicago 11, Ll. 
$50,000 buys established business which 
has earned over $100,000 during experi- 
mental stage. Equipment in two plants 
for manufacturing only patented tool of 
its kind, with tremendous potential do- 
mestic and foreign markets. Will stand 
strictest investigation. Good opportunity 
for merchandising man. Owner forced to 
retire due to health would keep an inter- 
est agreeable to buyer. 

Box 4359, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
BUSINESS CARD SPECIAL 
Raised Printed and Specially Priced at 
$5.95 per M includes attractive card case 
with each order, latest type faces and up 
to 7 lines of type on Featherweight Card 
Stock. Sent Postpaid. Samples and order 
blanks upon request or send copy with 
your check to Bel-Thomas Ptg. Co., 
223-A Irving Ave., B’klyn 37, N.Y. or 

call GLenmore 6-1246. 

GOV'T POST CARD SPECIAL 
Printed in 2 colors on 1 side, black and 
red ink at $4.50 per M in 5M lots, 1 color 
either black or red at $3.25 per M in 5M 
lots includes up to 10 lines of type. Send 
Postage plus 10% surcharge with order 


please. Balance either C.O.D. plus 
charges or Postpaid if included with 
order. Another Bel-Thomas Ptg. Co. 
SPECIAL. 


REPRESENTATIVES AVAILABLE 
Young, but experienced publishers rep. 
has time to devote to a good book that 
needs representation in the midwest area. 

Box 4341, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


| SOUTHERN AGRICULTURE 
| Ad Mgr., Dir. Public Relations & Market- 
| ing of major agricultural concern in Mid- 
| west desires relocation in South in similar 
| position. Past work as AE in 4A agency 
Box 4354, ADVERTISING AGE, 
200 E. Ulinois St., Chicago 11, Ill 


ART DIRECTOR—12 years experience on 
a variety of well-known Nat'l trade and 
consumer accounts. Top flight agency 
background, combined with creative abil- 
ity plus a down-to-earth attitude make 
a desirable addition to your staff. Located 
in Chicago area. Married, age 35. 

Box 4356, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


SPACE SALESMAN. Aggressive for new 
business. College graduate. Known in 
Chicago area, 

Box 4346, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


3 Fine Opportunities 
With Well-Known Chicago Agency 


. Top flight account executive pref- 
erably with drug or cosmetic ex- 
perience. 

. Combination copy and contact 
man. Must have radio and TV 
script experience. 

Experienced service man prefer- 
ably with some production de- 
partment experience. 

Each of these positions offer A-1 
»pportunity. In replying give com- 

plete experience, age, salary desired. 

All replies held in strict confidence 

Our staff knows of this advertise- 

ment. 

Box 81, Advertising Age, 

200 E. Illinois St., Chicago 11, Ill. 


~ 


0 


Writer, admin. ability, 28, ambitious, will 
be married in Oct. & wants to relocate & 
settle anywhere. Notre Dame grad., vet, 
4 years adv.-pr exp. $5000. Gene Schaffer, 
1819 Miami, So. Bend, Ind. 


LAYOUT ARTIST. 3 yrs. exp. in prom 
art dept. large nat’l mag. Exp. in design, 
ads, direct mail. 32, College. 

Box 4361, ADVERTISING AGE, 

200 E. lllinois St., Chicago 11, Ill. 


| HE CAN BUILD SUCCESSFUL TV-RADIO DEPT! 

Former head of TV-Radio Dept 

of large N. Y. agency 

| Program Meér., Radio TV Acct. Exec. for one 
of big three. 3 years in own package business, 
wide experience creating shows and com- 
merciais live and film, organizing, producing, 


ization, wishes head dept. of progressive 
agency build radio and TV billings. Has ability 
to get right people to work for and with 
him and like it| Top drawer references 
John Orr Young 
113 West 57th St., N.¥.C 

~I am rendering this service without charge 
for a man whose character and ability I 
| admire 


PS 


ADVERTISING MANAGER 


| The Cleveland Chain & Mfg. Co., one 
of our clients, is looking for an expe- 
| rienced man to head up its advertising, 


| sales promotion and public relations | 


activities. This dynamic, nation-wide 
organization offers an unusual oppor- 
tunity to the right man. The agency 
has been asked to screen all applicants, 
so please address your letter to Belden 
|& Hickox, 1900 Euclid Ave., Cleveland 
| 15, Ohio. 


in Famous Atlantic City and Trenton,N.J. the Capital City 


P 


! The R.C Maxwell Co.Trenton NJ. 


ADVERTISIN 


PAINTED DISPLAYS 


OSTERS and 


| 
| 
| 


TRAVEL 
ADVERTISING 
EXECUTIVE 


With experience and contacts among 
travel accounts to work with new busi- 
ness department of sound, medium- 
sized, New York advertising agency 
with distinguished success record. Al- 
though this agency has no travel ac- 
counts, several of our creative person- 
nel have had strong experience in 
travel advertising. A man who can help 
secure business and subsequently serve 
as account executive can effect a high- 
ly satisfactory and rewarding affiliation 
Write in confidence: why you believe 
you are the man we seek. Please give 
age. experience, dates, initial salary 


President, Box No. 82, 
ADVERTISING AGE 
801 Second Avenue, New York 17, N.Y 


Wanted — 
Creative Man 
of Top Copy 
Chief Caliber 


We're one of the top agencies in the Mid 
west with a long record of steady 
growth . built on the idea that good 
ideas and good copy are the life blood of 
the advertising agency business. We have 
about 100 people 


We're looking for a man who is success 
ful in writing and supervising the writing 
of top-flight copy for all media. Right now 
he may be the copy chief or a copy group 
supervisor for a leading agency. We're not 
too worried about his age, for we recognize 
that productive ages and chronological 
ages can be miles apart 


We work by the group system, so this 
man will not officially head up a copy 
department. As a senior copy man, he'll 
write a lot of copy. sit in on a lot of plan 
ning sessions, be able to teach and inspire 
younger men who are already experienced. 
productive writers. He can rest assured 


| that good ideas and copy will be appre- 
| ciated for the President of this agency is 


a former copy chief himself. 
It's a challenging job with opportunity 


See. 2" i ee 


Since 1894 


G 


|} what you make it. We hope the man who 
| fills it will make it his last stop. If you're 
| the right man, you'll know what we want 
}to know about you. Your reply to this 
| advertisement will be held in strict confi- 
| dence—Mark the envelope please, Atten- 
tion: “Chairman”. Address: Box 83, Adver- 
tising Age, 200 E. Illinois St., Chicago 11, Il. 
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ldvertising Age, 


March 17, 1952 


National Nielsen-Ratings of Top Radio Shows 


Week of Feb. 3-9, 1952 
All figures copyright by A. C. Nielsen Co. 


ber id HOMES cennent 
RAN PROGRAMS (000) ATING 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS 3,253) (7.6) 
1 Lux Radio Theater (CBS, Lever Bros.) ..... 6.720 15.7 

2 Jack Benny (CBS, American Tobacco) ......... 6.420 15.0 

3 Amos ‘n’ Andy (CBS, Rexall) ............... 6.120 14.3 

4 Charlie McCarthy (CBS, Coca-Cola) .. 5,906 13.8 

5 You Bet Your Life (NBS, DeSoto-Plymouth Dealers) 5.307 12.4 

6 Arthur Godfrey's Scouts (CBS, Lever-Lipton) . 4.922 1L5 

7 ce (CBS, Auto-Lite) . : 4.922 115 

8 eople Are Funny (CBS, Mars) ..... 4.665 10.9 

9 Our Miss Brooks (CBS, Colgate) . ‘ 4.580 10.7 | 
10 Big Story (NBC, American Cigaret & Cigar) i 4451 10.4 
on MULTI-WEEKLY “nega FOR ALL PROGRAMS) 2,140) 5.0) 
Beulah (CBS, P&G) ............ : 3,424 8.0 

> News of the World (nae, Miles Labs) .... 3,296 7.7 

3 One Man's Family (NBC, Miles Labs) .. 3,082 7.2 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) 2,054) (4.8) 
1 Arthur Godfrey (CBS, Liggett & Myers) 3,809 8.9 

2 Romance of Helen Trent (CBS, Whitehall) . 3,595 8.4 

3 Our Gal, Sunday (CBS, Whitehall) ...... 3,467 8.1 

4 Aunt Jenny (CBS, Lever Bros.) ...... 3.296 7.7 

5 Wendy Warren and the News (688. \ ie Foods) 3.210 7.5 

6 Pepper Young's Family (NBC. 3,167 7.4 

7 Arthur Godfrey (CBS, denen) 3,124 7.3 

8 Road of Life (NBC. P&G) 3,082 7.2 

9 Big Sister (CBS, P&G) Ly 7.0 
20 Ma Perkins (CBS, P&G) ............. 2. 7.0 
~~. SUNDAY (AVERAGE FOR ALL PROGRAMS) 1,284) a | 

True Detective Mysteries (MBS, Williamson) 2.996 7 

, The Shadow (MBS. Wildroot) 2.868 6.7 

3 Greatest Story Ever Told (ABC, Goodyear) . ‘ 2,054 458 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 1,541) (3.6) 
1 Grand Central Station (CBS, Toni Co.) .. 2.910 6.8 

2 Theater of Today (CBS, Armstrong) 2.525 5.9 

3 It Happens Every Day (CBS. Toni Co.) 2,482 5.8 


Jo a Copywriter. 


READY TO 


MAKE A CHANGE 
OMEW HERE there is a man, age 28 to 3), 
who will find at Abbott Laboratories the 
copywriting opportunity he has been seeking. 
He has been turning out good copy and ideas for 
three or more years, but his agency or company is 
too small or too narrow for him to grow, too big 
He has 


a lively imagination. He thinks logically. He likes 


or too superficial to recognize his merit. 


to dig for selling points—and has the ability to 
put them on paper in an interesting and persuasive 
way. If he does not have a medical or pharmaceutical 
background, he is experienced enough to recognize 
that product knowledge can be acquired and sales 
principles applied the same as in any other kind 
ot advertising. He is earning much less than five 
figures now, but we'll pay him enough to make 
the change worth while—then keep him satisfied 
so long as he does the same for us. He’ll find room 
to use his full talents, for all of our work is done 
When he 


finds a place to live—and we don’t pretend that’s 


within and by our own organization. 
easy—he can enjoy suburban living near his work 
or commute from Chicago in an hour against, not 
with, the heavy traffic. He will not bother us with 
a casual telephone inquiry—he will write a letter 
outlining his experience and educational back- 
ground, and enclose samples of his advertising work 
and other writing that indicate imagination. We 
hope he will write us tonight—for we'd like to have 
him start with us soon, and stay a long, long time. 


WRITE—DO NOT PHONE 


R Blayne McCurry 4st Manager. Advertising and Publi Relations 


Abbott Laboratories 


NORTH CHICAGO, LLInOotsS 


you don't have to lake our word— 


SEE POR VOURSELE! 


SEE IT AND FEEL IT—Those are actual 
swatches on this page ad in the Ledger- 
Enquirer of Columbus, Go 


Georgia Paper Uses 
Swatches of Cloth 


‘o __**| in Men’s Suit Ad 


Cotumsus, Ga., March 12—The 
|Columbus Ledger-Enquirer last 
| week ran its first full-color ad, in 
a special four-page section devoted 
|entirely to men’s suits retailing at 
$21.99. The paper also included ac- 
tual cloth swatches of the material 
| used in three of the suits 

The swatches created a great 
| deal of comment among readers of 
the paper and business soared for 
Flowers Bros., the store which 
| placed the four-page section 


} 


| 

@ Enough cloth to make 125 suits 
'of clothes (420 yards) was used 
in the ad. The Ledger-Enquirer 
| circulation department employes 
| were assembled in teams of three 
| to paste the swatches to the 37,000 
| papers as they rolled off the press 
|The process consumed 400 man 
hours and eight gallons of rubber 
cement. 

Flowers Bros. had planned the 
promotion for several months and 
had stocked 2,000 suits for the oc- 
casion. The entire affair was de- 
veloped locally. A local model was 
used, the photos were made by the 
paper’s photo department and the 
color engravings were made in the 


Ledger-Enquirer plant. In addi- 
tion, a Columbus Willys dealer 
tied in by offering free rides to 


the store in a 1952 model 


Westinghouse Promotes Two 

The electric appliance division 
of Westinghouse Electric Corp., 
Mansfield, O., has promoted two 
in its advertising department. 
Charles N. Presnail, supervisor of 
laundry equipment advertising, 
has been promoted to head major 
appliance advertising and sales 
training. Roy A. Bridges, who has 
been with the company since 1945, 
has been advanced to succeed Mr. 
Presnail. 


Gives $5,000 to TV Institute 

Alfred P. Sloan Foundation has 
|given $5,000 to the American 
Council on Education for an Edu- 
cational Television Programs In- 
stitute. The institute will be a 
five-day seminar on educational 
TV programming, April 21-26, at 
the Nittany Lion Inn, Pennsyl- 
vania State College. 


Promotes Arias, Lopez 

Mecanica Popular, Spanish lan- 
guage edition of Popular Mechan- 
ics, has appointed two new de- 
partment managers. Enrique A. 
Arias, production manager, has as- 
sumed new administrative duties. 
Felipe E. Lopez has been advanced 
to chief of translation. 


Wieland Joins Leo Burnett 


John Wieland, for the last 15 
years advertising and sales pro- 
motion manager of Standard Oil 
Co. of Ohio, Cleveland, has been 
appointed a v.p. of Leo Burnett 
Co., Chicago. He will supervise the 
Pure Oil Co. account. 


Appoints Alvan Benjamin 

Dover Stamping Co., Fall River 
and Somerville, Mass., maker of 
quality galvanized housewares and 
automotive specialties, has ap- 
pointed Alvan R. Benjamin direc- 
tor of sales and sales promotion 
Mr. Benjamin recently returned 
from military service in Korea 
Prior to that he was associated 
with a Boston ad agency. 


Heald Machine Boosts Two 

Frederick J. Underwood has 
been appointed publicity manager 
| and Philip H. Warrem Jr. assistant 
| publicity manager of Heald Ma- 
chine Co., Worcester, Mass. They 
| have been with the company for 
|12 years in various posts. They 
will handle all advertising and 
| public relations 


} 


| Adams Joins ‘Houston Post’ 

James L. Adams, formerly with 
the advertising department of the 
San Francisco Chronicle, has been 
appointed manager of retail ad- 
vertising for the Houston Post. He 
succeeds Ben F. Reno, who has 
been promoted to assistant to the 
business manager and advertising 
director 


$xid | 
GENUINE 
GLOSSY 
PHOTOS 
tn Quantities 


SELL BETTER! 
" Basra 


pHotomii 


53-59 E. Illinois St., Chicago 11, Illinois 
\ Phone: WH itehall 4-2930 


| 


FOUND: 


“Know-How” 


EVERY day, 


5,500,000 farmers turn to 


the 24,000 farm leaders—VO-AG TEACH- 
ERS, COUNTY AGENTS, SOIL CONSER- 
VATIONISTS, and other farm leaders, for 


“know-how.” 


skilled business. 


Farming today is a highly 


The Vo-Ag teacher or County Agent is 


the “ 


chairman of the board” of this 35 bil- 


lion dollar farm business. These key FARM 
LEADERS advise, guide, and recommend. 


Remember, their sales nod to farmers is 


important to you. 


You can use this farm “know-how” to 


your sales advantage! Go in through the 


front door to see these “chairmen of the 


board.”” Discuss your products with them 


regularly through their BUSINESS maga- 


zine, Better Farming Methods. 


24,000 CCA Circulation 


Business Magazine for leaders 
Who TRAIN and ADVISE farmers 
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Who will be running the metalworking | 


plants of 1960? 


Of this we can be sure—in many cases the men running 
metalworking plants in 1960 will not be the same men 
who are running them today. A recent study of Erie, 
Pennsylvania, revealed that, in just 3 years, 56% of the 
companies had placed new men in one or more top 
positions. Imagine the high percentage of turnover 
by 1960! 


These new men will be mighty important people —quite 
a bit more important than their predecessors of the 
1950's. Why? Because they will be responsible for 
operating a metalworking industry perhaps half again 
as large as it is today ... supplying an ever increasing 
demand generated by 18,000,000 more consumers in an 
economy which has expanded from a gross national 


product of $321 billion to $400 billion or more. 
’ 


These new men will be very important people for still 
another reason—they will be making the buying deci- 
sions. They will be deciding whether your product or 
your competitor's is going to be used. Your success in 
selling to metalworking in the 1960°s depends upon the 
extent to which these men are favorably impressed with 
your company and your products. 


But how can you reach them—how can you get your 
story across—when you don’t even know who they are? 


The answer is easy—but time is short. The men who 
will head the metalworking industry ten years from now 
are, almost without exception, working their way for- 
ward in lesser positions in metalworking today. But 
more important than that—essentially every one of them 
is an interested reader of several industrial publications. 
Every study ever made among leaders of industry 
proves this. 


Your advertising to metalworking men today is insuring 
your share in the tremendously expanded markets of 
the 1960°s. The position you hold then will reflect the 
effectiveness of the job your company did in 1952... 
and 1955... and 1958. 


Penton publications have developed considerable 
marketing information which may help you in your, 
long range planning. If you would like to study the 
progress of any segment of the metalworking industry 


or to analyze data bearing on future sales goals, we'll 


be glad to hear from you. 
PUBLISHING 


—_ PE NTO COMPANY 


PENTON BUILDING « CLEVELAND 13, OHIO 
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THE NATIONAL NEWSPAPER OF MARKETING 


Does Your Sales Force Know How to Sell 
the Negro Trade? Some Do’s and Don'ts 


Negro retailers are becoming constantly more important. But many sales- 
men handle their contacts poorly. John H. Johnson, editor and publisher 


of Ebony, Tan and Jet, who 


recently prepared a sound slide 


film and special literature on how to sell the Negro market, here outlines 
some down to earth ideas on making sales contacts in the Negro market. 


By Joun H. JOHNSON 

The Negro market is a $15 billion mar- 
ket. It is ripe and ready. In the 17 larg- 
est cities the Negro population is vir- 
tually a “city within a city.” In these 17 
cities the Negro community is from 15% 
to 42% of the total 
population. The Negro 
market is twice as big 
as the total population 
of Belgium, Greece or 
Australia—and it’s 
right here at home. 

It is being intensive- 
ly cultivated—and with 
striking results—by 
more and more adver- 
tisers. When it is prop- 
erly approached, it pays off handsomely 
in sales. But too often, because of lack of 
knowledge, self-consciousness or preju- 
dice, results are not as good as they might 
be. And in many cases, the fault lies with 
a poorly trained sales force 

Negroes, like every one else, shop in 
all kinds of stores—chain stores, depart- 
ment stores, independent stores, neighbor- 
hood stores, downtown stores. Not all 
their purchases, by any means, are made 
in stores owned by colored people. But it 
is important to remember that more and 
more Negroes are operating their own 
businesses, and that the Negro retailer 
has become a key man in the Negro mar- 
ket. 

Furthermore, even in the case of chain 
stores and other institutions, more and 
more employ Negro managers and Negro 
clerks in stores catering primarily to 
Negro trade 


J. H. Johnson 


a The support of the Negro retailer and of 
personnel in stores catering to Negro 
trade is essential to outstanding success 
in this market. Yet it is precisely in this 
area that many sales forces fall down. The 
Negro retailer wants to be treated like 
everyone else—not better, not worse, not 
differently. He doesn’t want the salesmen 
who call on him to give off a subtle air 
of distaste, or fright, or over-friendli- 
ness. He doesn’t want him to act as 
though he were dealing with some incom- 
prehensible “foreigner.” He wants the 
salesman to act naturally—as naturally 
as if he were calling on a white retailer. 

The Negro retailer is a normal, ener- 
yetic business man who conducts busi- 
ness for exactly the same reason as any 
ether merchant—to make a profit and 
earn a living. He doesn’t. want to be 
treated differently. He does not expect 
to be treated differently. 

But the truth of the matter is that while 
some salesmen are able to get along with 
him, help him merchandise his products 
and thus make money for everyone, far 
too many others can’t get to first base 
What's the difference” 


Some salesmen say, “Colored dealers 
are hostile.’ Some say, “Colored trade 
doesn’t pay off.” And still others claim, 
“This isn’t a quality market.” Unbiased 
market surveys show that such excuses 
are simply a hodge-podge of myths, mis- 
conceptions and prejudices, or are a re- 
sult of salesmen’s own failings in dealing 
with this trade. 

We know there are some salesmen who 
convince each other that Negro outlets 
aren't profitable and tend to “pass them 
up,” calling on them only often enough to 
keep them “on the list.”” But have the 
salesmen ever considered the possibility 
that actually the dealers are passing them 
up, giving them just enough business so 
as not to offend them? 

The Negro is sensitive. He is sensitive 
to any lack of tact and resents it when 
the salesman brings “race” into the busi- 
ness picture by his attitude, remarks or 
actions. This is true whether the sales- 
man does it consciously or unconsciously. 
Even Negro salesmen often enjoy no par- 
ticular preference. The Negro business 
man just wants to do business with those 
salesmen with whom he feels at ease, who 
give him no cause for resentment. 


® Scme salesmen antagonize Negroes in 
business simply by lack of tact in their 
selling approach and their conversation. 
Curiously enough, salesmen who make 
this error are almost never conscious of 
“doing anything wrong.” In fact, they 
“take extra pains to be friendly.”” How- 
ever, that often is their undoing, for they 
say and do things which simply call at- 
tention to “race” and the result is to of- 
fend the Negro. 

One serious error concerns patronizing. 
The Negro has had a whole lifetime of 
recognizing when he is being “talked 
down” to and he doesn't like it. We don’t 
think anyone does. Patronizing may take 
two forms. One, treating the retailer as 
a child, or treating him with condescen- 
sion. The other is being over-familiar 
and taking liberties in speech or action, 
which one would not take with others. 
There are some salesmen who imitate 
what they consider a southern Negro ac- 
cent, telling dialect stories. It may come 
as a surprise to many readers, bu‘ there 
are still some salesmen who repeatedly 
use the phrase, “Some of my best friends 
are Negroes.” 

It is best to instruct salesmen not to 
use first names unless the Negro retailer 
indicates willingness to “trade” names. 
By the way, it is advisable, too, to avoid 
using the word, “boy,” in referring to the 
retailer. He resents this word almost as 
much as he does “darky,” since it is a 
hangover from slavery days before the 
Civil War. 

Another serious error made by sales- 
men is “pigeon-holing.”” The Negro re- 


How to Re-Use Old Halftones 


More from Woolf on Package Display 


sents being put into certain character 
roles or Negro types. Some salesmen have 
a habit of trying to ingratiate themselves 
with the retailer by dropping such names 
as Marian Anderson, Ralph Bunche, Duke 
Ellington, Jackie Robinson, Joe Louis, etc. 
But when these salesmen make these ref- 
erences without any particular reason 
they fool no one and may be resented. It 
is a mistake to pigeon-hole Negroes into 
any categories. Your Negro retailer may 
be no more interested in Joe Louis or 
Duke Ellington than a white retailer is in- 
terested in Jack Dempsey or Paul White- 
man. Of course, if he does show interest 

then by all means talk freely. It as 
simple as that. 

From long experience in this field and 
based on reports from our advertising rep- 
resentatives and field men, we have ar- 
rived at a fairly sound set of “do’s and 
don'ts” for salesmen calling on Negro 
retailers. 

Here they are: 

Instruct salesmen to be friendly. Don’t 

use first names unless Negro customer 

or retailer indicates willingness to 

“trade” names. 

2. Treat each colored person as an in- 
dividual 

3. Talk on the same level as with your 

other customers. 

In non-Negro owned stores don’t con- 

centrate exclusively on the owner or 

manager. Remember the sales people, 

stock helpers, cashiers, etc., who can 

push your products in many little ways. 

Sell the quantity and quality they can 

resell. 


+ 


ou 


6. Show the sales people how to sell your 
product more effectively. 

7. In conversation, don’t use the terms 
nigger, Negress, darky, boy, black man. 
Do not “pigeon-hole” him into any 
class. 

8. Don’t set up contest prizes that a Ne- 


gro winner could rot enjoy, such as a 
free trip to Miami Beach, or a new sub- 
urban house in an area where the Ne- 
gro might not want to live. If you are 
pushing such a contest, it might pay to 
have an alternative prize available. But 
be sure the alternative is offered to 
everyone—not just Negroes. 

10. Refer to Negroes as colored people 
if regional accent tends towards mis- 
pronunciation. Either Negro or colored 
is acceptable, however 

11. Don’t take advantage of the individual 
because of inexperience or friendship. 
Don’t try to unload a second line—or a 
not-so-popular line on the Negro re- 
tailer. For example, don’t try to “save” 
your canned beer for the white trade, 
and make him take it in bottles, if he 
prefers cans. 

12. Avoid perpetuating the stereotype of 
the happy-go-lucky menial, the stupid, 
ghost frightened or “Uncle Tom” serv- 
ant, or the fat, over-jovial “mammy.” 


s Many companies have been richly re- 
warded as a result of the sound, intelli- 
gent and painstaking way they have ap- 
proached the Negro market. Some have 
employed Negro experts to advise them. 
Some, like a milk company, have used 
such tactics as a Negro girl as a dairy 
maid in ads. Some have used Negro mod- 
els in their advertisements. But through 
all these success stories concerning the 
Negro market, one common denominator 


Creative Man Okays a Long Job 


Make It Easy to Buy by Mail 


is found, not only in the advertising copy 
and illustration but in their sales ap- 
proach as well: 

“Treat the Negro as an individual and 
you'll do business.” 

Another important rule to follow con- 
cerning the Negro consumer is to make 
certain consumer brand preference is 
established before the shopping tour. Ne- 
groes are “brand buyers” and cannot be 
effectively switched at point of sale. Often 
the overaggressiveness of clerks, bar- 
tenders and floor salesmen tend only to 
create suspicion that the product they are 
pushing is an inferior product. 


@ With respect to advertising, one in- 
teresting factor has emerged in studies of 
advertising techniques as they apply to 
the Negro market, The “keyed ad” offer- 
ing free sample or confidential literature 
or detailed catalogs are examples of rea@- 
ership measurement techniques that are 
complete failures. Long experience Has 
proved that the Negro reader will mot 
take the time to write for free samples ®r 
incentive offers. If he is sold on the pro@- 
uct through advertising he will buy the 
brand immediately. ‘ 
Some advertisers are learning lessans 
every day in their approach to the Ne- 
gro market. In fact an account executive 
at a big agency has asked one of our ag- 
vertising representatives to drop in As 
often as he can “so I can get a libefal 
education on the Negro.” He hasn’t sched- 
uled any ads as yet but our man spends 
from a half hour to 45 minutes once a 
week telling him about the Negro. 
Auother advertiser used to tint the 
iaces of the subjects in his ads in Ebomy. 
However, the practice was discontinued 
when the company found the cost of platg- 
fixing was just not worth it; the differ- 
ence in reader reaction was negligibles 


@ A Negro consumer is brand conscious 
and generally buys higher priced mer- 
chandise. Thus, it is easy to understafid 
why a certain cigaret company a few 
years ago failed in its effort to snare the 
then low income Negro market by em- 
phasizing more-for-the-money as the rea- 
son for buying its dime cigarets. The pro- 
gram was a flop. Negroes would rather 
smoke the top brands. And here’s another 
example: A recent consumer survey in 
a Southern city showed that 4.4% of the 
whites bought suits priced over $75 but 
the same items were purchased by 5.6% 
of the Negroes. 

It is most important, too, to remember 
that a Negro is luxury-conscious. To a 
Negro indulgence in luxury is a vindica- 
tion of his belief in his ability to match 
the best of white men. He expresses this 
desire in his purchase of Cadillac auto- 
mobiles, $200 suits, imported Scotch at 
$9 a bottle or a pair of $20 Florshein. 
shoes. 

Advertisers of luxury lines have a re- 
sponsive audience in the Negro market 
for other reasons. One is that many Ne- 
groes have become acquainted with ex- 
pensive merchandise through working 
with wealthy white people—as butlers, 
valets, maids, housekeepers, etc. Thus, 
just as soon as they have the money they 
immediately purchase the items they 
know through their employment. 

All this adds to one thing: The adver- 
tiser, his agency and his sales force must 
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first accept the Negro as a proud and 
sensitive American. Negro people are a 
nation within a nation, but our national- 
ism is Americanism. We have our own 
loyalties and a sharp sense to recognize 
when we are being patronized, when we 
are being accepted on the same level. In 
other words, any white person trying to 
reach a Negro—whether through adver- 
tising copy or over the sales counter— 
must exercise an extraordinary amount 
of common sense and judgment 

At present the American democratic 
system is being judged throughout the 


Employe Communications... 


Clearing House 


By Rosert Newcoms and Marc SAMMONS 
Each year in February in Chicago, the 
curtain goes up on the most important of 
fhe country’s personnel conferences. This 
is the midwinter meeting of the Ameri- 
can Management Assn., and for many 
repre- 
sented the rallying 
point for people in the 
broad and increasingly 
vital field of person- 
nel administration 
Here you may find 


years it has 


the industrial relations 
large 
com- 


director of a 
multiple-plant 
pany in the East sitting 
side by side with a per- 


be 


Lowrence Appley 


fonnel manager of a small plant on the 
est Coast. Mentally both of them will 
ave their coats off and their sleeves 
led up, for these are practical and re- 
listic conferences, and the delegates have 
© traffic with lofty theories and high 
ind 
- Oniy a few years ago a personnel di- 
ctor was frequently a job interviewer 
with minor additional miscellaneous as- 
| lanes designed to fill out a dull day. 
e was often too low on the corporate 
dder to attract the attention of upper 
anagement, and too indistinct a figure 
the shop to invite friendship. The vague 
@haracter of his work defied job analysis, 
id he was frequently a self acknowl- 
a pariah, restless to be elsewhere. 
Upon that insecure footing the fath- 
ers of the AMA had the courage and the 
heart to build. Not every personnel man 
today sits in the councils of the cor- 
porate great, and not every company 
president solicits the views of his per- 


world. American business men can play 
an important role in helping this nation 
improve its foreign relations. They can 
grant the Negro recognition which un- 
questionably should be his under our 
economic system by treating him just as 
they do everyone else—to accord him the 
same attention they do their white con- 
sumers 

And the result can only mean greater 
sales, greater profits, and at the same 
time, enable our country to achieve the 
favorable world opinion which it de- 


serves 


for Management 


sonnel director before making a decision 
But the strides have been staggering. 


® One of the reasons is that the personnel 
job has become bigger, and the person- 
nel man has grown with it. In many 
cases he has grown beyond it, so that he 
can shape it and influence it. For that the 
American Management Assn. can take, 
and should take, a lot of credit. It has 
cloaked the personnel function with some 
of the importance it has long deserved. 

In the distribution of credit for giving 
personnel administrators a new sense of 
importance and the practical guidance to 
keep it keen, Lawrence A. Appley rates 
a large chunk. Mr. Appley is the thor- 
oughly practical and entirely realistic 
president of AMA, who has won his “A” 
in all the grades of personnel work, from 
Socony-Vacuum to Vick Chemical to 
Montgomery Ward, with a hitch as one 
of the top guiding forces in the destinies 
of the War Manpower Commission. 


® The AMA pioneers gave the associa- 
tion something to stand on, and goals to 
shoot for. Larry Appley has broadened 
the standing room and brought the goals 
into clearer focus. Each year, from all 
sections of the country, personnel people 
converge on Chicago to learn what’s new 
and what’s ahead. Each year they re- 
turn to their places of business, refreshed 
by contacts with those in the same field. 


Management associations—like most as- 


sociations—are accustomed to the heel of 
the boot. They seem to thrive on criticism, 
since they are praised so little. In the 
field of management, the AMA has earned 
many sincere rounds of applause. Let this 
little tribute represent one of them. 


Mail Order and Direct Mail Clinic... 


Make It Easy to Buy by Mail 


By Warrr NortumMore ScHuttz 

Ever hear the story about the man who 
hit himself on the head because it felt so 
good when he stopped 

Stopping certain factors that delay and 
frequently halt mail order results will in- 
crease your sales by mail and make the 
operation of your business pleasanter 

Making it easy for your potential cus- 
tomer to buy by mail is one of the ABCs 
of effective mail order selling 

Your ad layout may be beautiful. Your 
copy tops. Your media right. But your re- 
sults may be poor. Why? 
may unconsciously be including negative 


Because you 
factors that delay response 


@ Here are six specific causes that cut 
the total number of orders you can expect 
from a mail order ad. Avoid them and 


your results will improve 


1. Undersize coupon. Most mail order 
firms are guilty of this sales killer in 
their coupon advertisements. Ample room 
should be allowed for the prospect to 
write his full name and complete address. 
Good, clear addresses help you in two 
They provide accurate mailing lists 
and they contribute to prompt delivery of 
wise to 


ways 
merchandise. Incidentally, it’s 
suggest that names and addresses be 
written with pencil in newspaper coupons, 
because ink blots on newsprint 

2. Request for coin remittance. Many 
mail order buyers are fearful of sending 
small remittances through the mails. Rec- 
ommend that prospects send stamps in 
small denominations if the offer is for 
a 10¢ catalog, for example. You can use 
the stamps on your daily outgoing first 
class mail and parcel post. 

3. Request for U. S. currency only. Most 


is, Pare 
Ber 


Advertising Age, March 17, 1952 


The Creative Man’‘s Corner... 


An Answer to the ‘Long’ Question 


Every once in a while, the adver- 
tising profession rises to its full height 
and produces an ad of from two to 
five thousand words of copy that an- 
swers irrefutably the question, “But 
isn't the copy too long?” 


The art directors may yowl at the 
layout of this ad for the Bedford Co.’s 
“TV Owner's Guide.” The typograph- 
ers may shudder. But the people who 
pay the bill will undoubtedly be most 
satisfied with the coupon return. 


The ad is replete with facts and 
figures. It gives you a few handy tips 
right out of the book itself—how to 
correct or identify trouble with your 
TV set and, by so doing, how to save 
yourself $30 to $60 a year in service 
fees. 


This is advertising at its most in- 
formative—filling a need, promising 
performance, backing the promise 
with reliable information. 


effective mail order media, we’ve discov- 
ered, have a good size circulation outside 
the continental limits of the U. S. Ca- 
nadians, for example, seem to be highly 
receptive to offers through the mail. By 
urging potential customers to send only 
U. S. currency, you put a hardship on 
buyers from foreign lands. I recommend, 
therefore, that you accept foreign remit- 
tances; they’re far easier*for you than for 
your customer to convert into U. S. funds. 
Some day, perhaps, these foreign buyers 
may be citizens of the U. S. They'll re- 
member your accomodation. And they'll 
report it to friends and relatives, many 
of whom may be living in the states now. 

4. “No C.O.D.s, please.” That sentence 
in a mail order ad or catalog is the No. 1 
business killer, in my opinion. I wrote 
a column about this recently (AA, 
March 10). If C. O. D. orders disturb you, 
show the prospect that he'll save costly 
shipping charges by sending cash with 
order. 

5. Illegible company address. Your 


The Eye and Ear Department... 


name and address must be clear, easy to 
read and remember. Reverse plates, often 
used by mail order advertisers for name 
and address, frequently clog up, making 
reading difficult. Tie name and address 
together. You can accomplish this by 
running your address in regular type and 
putting a rule around the type connecting 
it with the reverse plates. You can also 
change key numbers by doing this. 


6. Body copy in type too small. With 
more and more people getting “TV eyes,” 
it’s increasingly hard for many to read 
copy set in type that’s too small. By re- 
ducing type in text matter, you delay 
action. Many mail order shoppers cannot 
read fine type which frequently blurs or 
becomes fuzzy when reduced. Use bigger 
type with briefer copy that packs a punch. 

All of the six points listed above are 
hurdles you may be putting in front of 
your prospects. Remove these hurdles 
from your sales promotions and your 
sales will increase, I predict. 


Come Closer 


For several years, now, a number of 
electric companies, in association, have 
carried on a magazine campaign the pur- 
pose of which is quite obviously te ban- 
ish the specter of government control. 
With the arrival of television, these com- 
panies have taken to the air with films, 
apparently syndicated among them, con- 
taining commercials that do battle against 
the possibility of the socialist state. 

These commercials state quite baldly 


that socialism is bad, and that it is brought 
about largely by demagogues who prom- 
ise the millenium if only the people will 
elect them. Considering what experi- 
ments in socialism have done to a num- 
ber of countries, the aim behind these 
messages—primarily to assure the con- 
tinuance of utilities in private hands, sec- 
ondarily to keep the temper of the coun- 
try democratic—is good. 

This department wonders, however, if 


ee te, y ; P 4 as a 
oF ‘ 
ay = eee 
a i 
ee ceiiindaintiantinattdie 
ay SS 
“ 
; ee 
a ¢ < 
Told These Facts 
oe © as goer cat parvibasetl after the wpetany o! 47> 
‘ meee te Aes He ERreReeres ory i Rn 
a ‘avetl ticee GLARE vp Mille — meets come 
/ FORE 5 Pane Pete eed 1888 gos che pens 
4 (Porewrs gen + br smn es oem . 
| <e=-= Prove it Yourself! | - 
- I~ ree Rw Gere * Pe Gt Petes: PY Remon 
x a te Pos a PS 
mK; ae aime sr 
ek Ss a pe da ETS ! 
“i Seay pinpacigiageel = Tt | 
b ee — eae 
fe —— $ Me SS eee . 
ane 7 ere 7 ==> x x4 get - 
Pa See QD SSS 
Ie i379. - oi 4 
€ ere ak ae -= SS = SS = 
5 at eegtas ont = ee sass 
eae $227.5 =.: 3 ———_——— 
a Po Po See ee Tah SAS reemmeeate ot ; 
ux Shae, oe Sao SY Coane : 
= ange PRR lglg nen) 
~ Sees ss Se 
is eaneyy = we mate 
ae se ae ITS 3 
a --88Se8 . | 
; : me = ea ~ 7” == 
By =SSs ot meee) ERE OE FR ee ee eo 
P SS ES Fee hh ee ee ower EAS f 
fee 3 Cee afte se 
ey SE Se ere 
ee = ee ee 
op * ross Set Srv peer ae Pr etens Vemreee 
rs = TSS +e TF oe ikcare Phone Sarto 
cf Oe ty th oe or 
+. SSS ee SS ee ee q 
a Sars SS ae ee 2 Se i 
mee a. * 5 Bel Ss se Se ee Se = ¥ ’ « 
_¥ wees EE SP eee tae } | 
yl ese oe 
re SE See Se ee. ES aero 
7g Sasi eeeeee eS cae ates ae 
a q St SEE Sons isp hintint Once 
: + = SRE Fag SES Spence am 2 New, 
ei3 ay = eS Tet ene serene Bee 
_ |_| sae ise ee ores ee eee 
= i sSse oe x Te Snes Has 
3 aS ence Seo Re 
pS SS" reece See" Sree ; 
; SS eS SS a eee iS 
a [ee eS es SS ES ee ete 
‘ SI Sie ee SE Tak SES eee Sara ee ores Se 
- lm (SSS Se BSS ee a4 
i | REM a) Dee eS ae 
¥ iciaiiemiaaidia nT 
athe te 
— pepemmmrernrewmmens 7 Sig 2 
s oe. — cr st ee 
i om ieaces -~- Sere e an 
4 7 y 
ba e wore rrr rrr rrr rrr rrr rrorer 
, 
} 
oT 
So 
4 
Fy : 
Mi 
i) i 
a 
Pt 
ree 
ae 
ie ‘ e 
i ee 
+ 
ae d ; 
Ag 
oe nn SD 
ag . 
Aas 
er ee 
res, 
ays — Ly 
¥ _ 
re 
| a a 
we . 4 
. 
: " —_— — 
ass » : ES ’ Fo 
CRs SSS el eee So Be ee eS rat eee at ae } is Reve te: Ner Ne fee severe ate eae Bee ee ee ae, 


In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


Apvertisinc Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company ¢ Chicago * Detroit * Atlanta * Los Angeles * San Francisco 
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the bald statement that socialism is bad 
is sufficient to arrest an obvious trend in 
that direction. People can believe in broad 
generalizations about democracy at the 
same time that they support movements 
subversive to it. Aside from flicking a 
light switch, which becomes taken for 
granted, the closest contact the average 
person has with a utility is through the 
payment of a bill. If you don’t like the 
size of your bill, as things are now, you 
can complain to the public service com- 
mission. If, however, the government 
should operate the utilities, there would 
be no higher authority to complain to. Or 
should the government—to retain popular 
support—reduce rates, it might possibly 
make up the difference through taxes 


Tips for the Production Man... 


It seems to this department that, in 
the various appeals business makes to the 
public to combat the encroachments of 
Statism, it fails to get close enough to the 
everyday lives of the people to make a 
decisive impression. The demagogues, on 
the other hand, invariably talk specific 
advantages to the individual. They prom- 
ise these specific advantages either out of 
ignorance or dishonesty. Regardless, to 
combat them—and they need combating 
—lone voices, like the Associated Electric 
Cos., need more than arguments that ap- 
peal to board directors. They also need 
motives that go beyond the saving of in- 
dividual companies. The rights of individ- 
uals themselves are at stake in this 
world-wide conflict of ideas. 


Check-List for Re-Using Old Halftones 


By Kennetu B. BUTLER 

Most of us faithfully keep once-used 
plates (despite the M-65 metal conserva- 
tion order). Like old neckties, we dislike 
to throw them away, thinking they’ll 
come in handy again some day. 

If and when an occasion arises for their 
re-use, usually (1) we have forgotten we 
have them or can’t find a proof handy; 
(2) they turn out to be the wrong size; 
or (3) we are after something “different” 
this time and décide after all to buy a 

/new one. 

Nothing but a well-kept proof file will 
take care of number one, but there may 
be a way to adapt the old cut to the di- 
mensions of number two or the whims of 

your creative self as dictated by number 
5 three. 


@ Why not re-use the old cut but change 
fits form or treat it differently, thus giv- 
Sing a fresh appearance so that it would 
Bs arcely be recognized as a hand-me- 
‘down? 
. Here's a quick check-list of ways in 
'which this might be done: 
1. Run it in color instead of in black. 
’ 2 Have engraver transform it into an 
foutline cut, eliminating background. 
' 3. Drop out part of background, making 
‘a partial silhouette cut of it. 
| 4 Run it in both black and color form, 
as a duotone. 
5. Overprint it on a color tint block. 
6. Crop it boldly and dramatically, leav- 
ing some of the subject matter to the im- 
agination, and at the same time meeting 


Salesense In Advertising ... 


NEW LOOK—Here are just a few of the ways 
an old halftone may be re-used, with its 
appearance changed and freshened. 


requirements of your new size dimen- 
sion. 


#7. Saw it in two (not necessarily in 
middle) either vertically or horizontally, 
and split it to receive headline or text. 

8. Mortise an area into the cut, to re- 
ceive headline or copy. 

9. Outline it and have color plate regis- 
tered to it, making a two-color cut. 

10. Have the engraver trim cut to a 
dramatic shape, such as round, oval, per- 
spective, or geometric shape. 

11. Combine it in some interesting way 
with printer’s rules or borders. 

12. Saw it down in size and link it in se- 
ries with other halftones. 

13. Expand its size by placing a one-, 
two-, three-, or four-sided border around 
it in black, screened black (gray), or 
color. 

14. Box a headline to the cut, thus ap- 
parently expanding its size 


Another Question About Which There 
Is No Agreement Among the Experts 


By James D. Woo.r 


Recently in this space I dealt briefly 
with the problem of when and when not 
in any given situation, t nelude a bold 


display of the package and/or trade name 


in an advertisement. Since this question 
is such a moot one in 
advertising circles I 
made n ositive as- 
sertions either pro or 
con, but I did promise 
to air several of my 
pet notions in a later 
Salesense piece. So 
here goes 
I shall make no at- 
tempt te cover all of 


Jim Woolf 
the ground = encom- 


passed by the question; \t is too involved 
and, I may add, too perplexing to be dis- 


cussed adequately in the few sticks of 


type that constitute this column. What 
follows, then, are some more or less 
rambling opinions, offered in the hope 
that some of my readers may kick in with 
some observations born of their experi- 
ence 


@ When the product is a kind of 
thing, its use representing a departure 
from anything the consumer has done be- 
fore, I see no advantage in playing up 
the trade name or the package at the 
top of the advertisement. To find a per- 
fect example of what I’m getting at I 
shall take you back to 1919 when Odo-ro- 
no was first introduced to American wo- 
men. Here was an absolutely new kind of 
product, the first deodorant. It was com- 
pletely without competition because there 
was nothing else like it on the market 
The architect of the campaign that in- 


new 


troduced this revolutionary product to 
womankind reasoned that a dominant and 
importunate display of the bottle and the 
trade name would mean utterly nothing 
to the reader. He had a revolutionary idea 
to sell, an idea so “insulting” and “dis- 
gusting” that some 200 Ladies’ Home 
Journal readers cancelled their subscrip- 
tions. The moral of Odo-ro-no’s early ex- 
perience, as I see it, is that you can’t 
interest women in a new idea—an idea 
that requires a change of thinking and 
habit—by jolting them with a package 
haymaker. 


@ When there is fresh news about an old 
product—for example, a new function 
that solves a consumer problem not hith- 
erto associated with the product—the ad- 
vertisement ought to lead off, it seems 
to me, with the fresh news and not with 
a big bust on the package or its trade 
name. My practice, generally speaking, is 
to play up the problem and work down 
not too abruptly to the solution. When, 
as against this, the trade name or pack- 
age dominates, the reader is liable to as- 
sume the ad is just another panegyric ex- 
tolling the old familiar virtues of the 
product. For an interesting example I 
turn to Lifebuoy soap. Lifebuoy or its 
agency made the discovery, a couple of 
decades ago, that the product, like Odo- 
ro-no, was an excellent preventive and 
corrective of body odor (B. O.). Here 
was fresh news—a desirable benefit that 
had never been given emphasis in pre- 
vious Lifebuoy advertising. What the 
agency did was exactly right, I think. 
The campaign on the new idea played up 
the reader’s problem with a_ readable 
picture-and-caption technique and played 
down the trade name. The reverse of this 
procedure, on a product that was slipping 
in favor and sales, would have been pre- 
cisely the wrong thing to do. 


® When the consumer problem and the 
promised solution is related to a familiar 
product category, I suggest that the prod- 
uct name should be played down. There is, 
for example, nothing of interest to women 
in facial creams as such, But women are 
avidly interested in their facial beauty 
and the variety of skin problems related 
thereto. Therefore, it is my notion that, 
except in special circumstances, the ef- 
fectiveness of facial cream advertising 
will be hurt rather than helped by a domi- 
nant display of the package and/or brand 
name. 


The current Pond’s dry skin cream 
campaign—principally, I believe, quarter- 
pages in magazines read by women—pro- 
vides us with an excellent example of 
what I think is the correct procedure. 
These columns are completely “reader” 
style; the Pond’s jar does not appear at 
all in the space, and the name of the 
product is hidden in the smal] text. The 
headline, “After 25 drying skin begins 
to show!”, can hardly fail to catch and 
hold the attention of women over 25 who 
are increasingly dismayed, as one year 
follows another, over tattletale “little dry 
skin lines.” If, on the other hand, the 
ad were dominated by a commanding pic- 
ture, or by a striking display of the Pond’s 
name, the reader might flip the page 
without realizing that she was passing 
over fresh news and a different Pond’s 
product. The name Pond’s, as such, would 
be nothing new to her; she has been see- 
ing Pond’s ads for years. 

There are, I suspect, many products— 
old familiar ones—in the Pond’s category 
whose sales can be stimulated very little 
if at all by brand name publicity. 


® When the product belongs in a cate- 
gory of universal acceptance and use, and 
particularly when the advertiser has no 
genuine fresh news to offer, there is no 
reason nut to display the trade name 
and/or the package in a striking fashion. 
Example: the ubiquitous cigaret. Here 
is a product category in which we see a 
dogfight among a confusing variety of 


Advertising Age, March 17, 1952 


brands that in quality and taste are es- 
sentially identical, hence name familiar- 
ity is of paramount importance. 

It appears to me, in fact, that brand 
familiarity, achieved with strong name 
and package and frequency of reminder- 
ship, is of major importance in the adver- 
tising of most small “impulse purchase” 
items. Examples: soft drinks, candy bars, 
chewing gum, toilet tissue, and other such 
minutia. The campaigns of both Coca- 
Cola and Life Saver mints are worthy ex- 
amples of how to display emphatically, 
but with charm and interest, the container 
and the name. 


® About beer I am not so sure. The stand- 
ard procedure today is to sock the reader 
right in the eye with an overwhelming 
display of the bottle and trade name 
There is no denying the fact that this pro- 
cedure is successful, but this doesn’t mean 
that a serious editorial approach might 
not do a job. I am convinced that steady 
imbibers of the malty brew take their beer 
far more seriously than in the case of a 
eandy bar or a soft drink. The current 
Ballantine’s campaign, in which the testi- 
monial of famous authors is the dominant 
feature, is worth watching. I have long 
had a notion that a series of editorial ads 
about a brand of beer, with bottle and 
name display dropped to a minor spot, 
might be very effective, provided that the 
copy is interesting, highly readable, in- 
formative, and newsworthy. 


8 In the advertising of most food products 
the trade name and usually the package 
are given prominent display, and there 
is no question in my mind about this pro- 
cedure being the safe and sensible one. 
In most cases these products tend to be 
impulse purchases and they belong in 
categories that are in universal daily use. 
I am not of the opinion, however, that 
as a matter of standard practice it is 
wise to slam a big package and/or a 
brutal brand name at the very top of 
the advertisement. A better procedure, 
and the usual one, is to lead off with a 
promised consumer benefit. A good exam- 
ple is the Mazola full page appearing in 
current women’s magazines. The headline, 
“Now! You can ‘Easy-Mix’ flakier pie 
crust,” leads the reader into a page-wide 
color photograph of a luscious fruit pie. 
An image of the Mazola bottle, appearing 
in the lower half of the space, is large 
enough to catch the eye of the reader 
without “killing” the page. 

There can be special] situations in food 
advertising, I think, wherein the package 
and/or brand name should be relegated 
to a minor role in the advertisement. A 
case in point is Accent. When it was first 
introduced several years ago it was a 
new kind of product, in competition with 
nothing else like it. There would have 
been no virtue in knocking the reader 
over the head with a walloping display 
of the package. A similar case in point 
is Tabasco sauce, a new kind of thing for 
which no demand existed at the time it 
was introduced. Incidentally, interesting 
evidence that women will read blind 
“reader” ads is seen in the success of the 
Nancy Sasser campaigns. 


® The foregoing comments, as I have said, 
are more or less rambling observations 
that skirt merely around the fringe of the 
subject. There is no positive set of rules 
that I know of, and there is wide dis- 
agreement among experienced admen 
about the right strategy in any given 
situation. 

If what I have said in this piece has 
the flavor of dogmatism, let me hasten 
to say that the notions I advance are 
pretty much a matter of opinion. But I 
do have one conviction. I do believe that 
too many advertisers, if not their agen- 
cies, insist on visual overemphasis of 
their package and brand name. I have 
known admen who were made happy 
when the client did not insist on a pic- 
ture of the factory and of grandpa who 
founded the business in 1886. 
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As Measured by MEDIA RECORDS, Inc. 
THE CHICAGO DAILY NEWS 


in 1951 was 


Among Chicago Newspapers 


in Retail &in General “in Total... 


| GROCERY ADVERTISING 


* YEAR AFTER YEAR...AS FAR BACK AS THE RECORDS GO... 
THE CHICAGO DAILY NEWS HAS CONSTANTLY MAINTAINED THE 
GROCERY LEADERSHIP AMONG CHICAGO DAILY NEWSPAPERS 


IRR, POOL 


Here's the iY — TOTAL GROCERY ADVERTISING * 
PLACED IN CHICAGO DAILY NEWSPAPERS DURING THE YEAR 195) 

Retail Linage General Linage Total Linage Per Cent 

DAILY NEWS (Eve.) 2,176,995 1,600,663 3,777,658 
Herald-American (Eve.) 1,329,440 835,263 2,164,703 24.9 
Tribune (Morn.) 646,495 1,459,744 2,106,239 24.3 
Sun-Times (Morn.) 331,042 302,701 633,743 _73 
TOTAL 4,483,972 4,198,371 8,682,343 100.0 
*Liquor linage omitted Source: Media Records, Inc. 


CHICAGO DAILY NEWS 


Chicago's HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building MIAMI BEACH OFFICE: Hel Winter Co., 9049 Emerson Ave. 
SAN FRANCISCO OFFICE: Story, Brooks & Finley, 703 Market Street LOS ANGELES OFFICE: Story, Brooks & Finley, Inc., 1651 Cosmo Street 
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Magazine Bows in May 
Product Distribution, which was 
slated to appear in January, will 
premiere in May instead. Distribu- 
tion Publications Inc., Cleveland, 
said the delay was due to expan- 
sion of plans for features and cir- 
culation. Using a 11%”x11%” for- 
mat and a 7”x10” advertising page 
init, the publication will have a 
15,600 monthly circulation 


‘ai Yee —_—_— 


‘The record each month 
of the finest perfume 


and cosmetic advertising 


KIOA Promotes Kelehan 

KIOA, Des Moines, has promoted 
James L. Kelehan, sales manager 
for the past three years, to gen- 
eral manager, succeeding Marvin 
L. Rosene, who has been appointed 
general manager of WLOL, Min- 
neapolis. Ear] Pinck, office mana- 
ger for the past 
been advanced to assistant general 
manager 


four years, has} 


: 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY | 


| Arco Appoints Bayless-Kerr 
Arco Co., Cleveland paint man- 
ufacturer, has appointed Bayless- 
Kerr Co., Cleveland. to direct its 
advertising. Lang, Fisher & Stash- 
ower, Cleveland, resigned the Arco 
account after 15 vears and is now 
handling advertising for Tremco 
Co., Cleveland maker of industrial 
paints and protective coatings. 


Changes Name to Gillette Co. 
Gillette Safety Razor Co., Chi-! 
cago, will ask its stockholders to 
approve changing the corporation's 
name to Gillette Co. Under the} 
change, the razor, razor blade and 
shaving cream business in the} 
U. S. will be under Gillette Safe- | 
|} ty Razor Co., which will operate | 
as a division of Gillette Co. 


Benbow Starts New Campaign 

Benbow Mfg. Co., Burlingame, 
Cal., maker of safety electrical 
|}equipment, has begun a campaign 
j;—through Knollin Advertising, 
|San Francisco—to introduce prod- 
ucts developed since new manage- 
ment was installed last year. Full 
pages will be used in trade publi- 


CONTINENTAL CASUALTY COMPA 


Advertising Age, March 17, 1952 


An Open Letter to the 
Scheduled Airlines of America 


The recent series of accidents at the Newark Airport has gained national publicity 


because the accidents were spectacular and because they occurred in rapid se- 
quence. You know and we know, f yur long years of association with aviation, 
that the truth about fying is not in the spectacular but in the normal, in the 
hundreds of thousands ef flights that are completed without incident. We have 
watched with interest the introduction of scores of new safety devices and im- 
proved operating procedures, and have been impressed by the care taken by you 
im training your personnel, We KNOW, both from this and from statistical 
evidence, that travel by scheduled airline is far safer today than it has ever been 
many times safer, for example, than travel by private automobile 


We are not sure, however, that the public generally is possessed of the know! 


vdge we have and we are not sure that a recounting of the statistics that prove 
the safety of fight on the scheduled airlines would be meaningful to that public 
We haow of only one way to prove that we have nothing but faith and confidence 
in your ability to carry those passengers safely. Therefore, effective unmediately 
we are doubling the amount of air trip accident imsurance we will sell to passengers 
on the scheduled airlines. Heretofore the maximum trip accident insurance policy 
25.000 for $1.25. Henceforth twice 


thes sum, $50,000 for $2.50, will be av ailable through Continental to those who want it 


written by any insurance company has been 


What do we think about the safety of the scheduled airlines of America? 
This is our answer 


America’s No. 1 Accident and Sickness 
Insurance Company 


cations initially. 


PRESTO 


he-8: 


ANOTHER POPULATION SHIFT! 


New problems in community relations can arise overnight. 


Radio has the tlexibility to meet them. 


Today you see acres farmland. Tomorrow, 


on the same site, an canized community of 
hundreds of families 
davs of fantastic 


In these speed in housing 


developments, the company that wants good 
Plan fast 


ire potential cus 


relations must think fast 


COMERUDITS 


Act fast 


tomers, emplovees, suppliers. [The sooner you 


These new resident 


can make a favorable impression the better. 


Radio gets vour story into their homes more 


quickly, and more economically, than any othe: 
medium. In many new communities, radio is 
the only medium that reaches anvthing like a 


real majority of the homes 


In six of the nation’s leading industrial areas.. 
Boston, Springfield, Philadelphia, Pittsburgh, 
Fort Wayne and Portland, Oregon.. Westing 
house stations offer unique skill in handling 
community relations problems. They will be glad 
to show you how the personal touch of radio 
has helped other companies make friends with 
their neighbors. Perhaps your problems will re- 


spond to similar treatment. 


WESTINGHOUSE RADIO STATIONS Inc 
WBZ - WBZA - KYW + KDKA~ WOWO - KEX - WBZ-TY 
National Representatives, Free & Peters, except 


for WBZ-TV; for WBZ-TV, NBC Spot Sales 


PARKER & COMPANY 


AVIAT\ON GENERAL AGENTS 


SAFE FOR BIGGER RISKS—Despite recent 
cago, believes scheduled airline service is 
poper and trade ads to announce that 


CONTINENTAL COMPANIES BUNL DING 


accidents, Continental Casualty Co., Chi- 
safer than ever. So it is running news- 
it is doubling the amount of air trip 


accident insurance available to passengers—from $25,000 for $1.25 to $50,000 for 
$2.50. George H. Hartman Co., Chicago, is the agency. 


Morgan Leaves Compton 

Brewster Morgan, supervisor of 
“Fireside Theater” (NBC) in Hol- 
lywood for Compton Advertising, 
has resigned to become an inde- 
pendent film producer. He will be 
replaced by Floyd Holm, manager 
of the agency’s Hollywood office, 
who will work closely with Proc- 
ter & Gamble Productions in over- 
all supervision of the P&G spon- 
sored film series. 


Company Changes Its Name 
Roberts & Mander Corp., Hat- 
boro, Pa., gas and electric range 
manufacturer, has changed 
name to Price National Corp. Fred | 
E. Price has been elected board | 
chairman and_ general manager. | 
W. Franklin Best, formerly with 
Equity Corp., New York, has been 
appointed v.p. and secretary. 


Form PR Office in Mexico 


Samuel A. Montague, formerly 
press attache and information offi- 
cer of the U. S. Embassy in Mexico, 
and Robert E. Hervey, formerly 
connected with sales promotion for 
Ford Motor Co. of Mexico, have 
formed Public Relations Interna- 
tional S. A., at Paseo de la Reforma 
No. 1 Desp. 401-454 Mexico 1, D. F. 


Kreiling Joins ‘Minute’ 

Ernest Kreiling, formerly with 
the March of Dimes as field repre- 
sentative, has been appointed ad- 
vertising manager of Minute, Los 
Angeles business newsmagazine. 


Beauchemin Joins WHBF 
Robert Beauchemin, formerly 

with WTTH, Port Huron, Mich., 

has joined WHBF, Rock Island, Ill. 


Any way 


paper here 


you figure it— 
news, circulation, 
advertising— 

daily or Sunday... 


we're the leading 


San Francisco Examiner 


Hearst Advertising Service. 
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Advertising Age, March 17, 1952 


Coming 
Conventions 


*Indicates first listing in this column. 

March 17-20. National Premium Buyers 
Exposition (19th annual), Conrad Hilton 
Hotel, Chicago. 

March 19-21. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 21-22. Third annual advertising 
Institute, Emory University and the At- 
lanta Advertising Club, in Atlanta 

March 24-27. Canadian Assn. of Broad- 


casters, annual meeting, Royal York 
Hotel, Toronto 
March 26-28. American Assn. of In- 


dustrial Editors, first national conven- 
tion, Netherland Plaza Hotel, Cincinnati. | 

March 30-April 2. National Assn. of 
Radio & Television Broadcasters, annual 
convention, Conrad Hilton Hotel, Chicago 

April 1-3. Point of Purchase Advertising 
Institute, annual symposium, Waldorf- 
Astoria Hotel, New York. 

April 1-4. American Management Assn., 
2ist annual packaging conference and | 
exposition, Auditorium, Atlantic City, 
N. J 


April 3-5. American Assn. of Adver- 
tising Agencies, spring meeting, The 
Greenbrier, White Sulphur Springs, W. | 
Va. 

April 8. Associated Business Publica- 
tions, awards presentation, 1952 contest, 
Hotel Statler, Boston. 

April 16. Brand Names Day, Waldorf- 
Astoria, New York. 


April 20-24. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- | 
Astoria, New York. 

April 25-27. Advertising Federation of | 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla. 

*April 30-May 2. Assn. of Canadian | 
Advertisers, 37th annual meeting, Royal 
York Hotel, Toronto. 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 8. Export Advertising Assn., fourth 
international convention, Hotel Plaza, 
New York. 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Radisson Hotel, 
Minneapolis. 

May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

May 25-28. National Business Publica- 
tions, spring meeting, Skytop Lodge, Sky- 
top, Pa. 

May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco. 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York. 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor Inn, Pocono Manor, Pa. 

June 16-17. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Daytona 
Beach, Fla. 

June 22-26. Advertising Assn. of the 


West, annual convention, Olympic Hotel, | 


Seattle. 


June 29-July 2. National Industrial Ad- | 
vertisers Assn., annual conference, Palmer | 


House, Chicago. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 4-7. Mail Advertising Service Assn. 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. | 

Oct. 5-9. Advertising Specialty Na-| 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. | 

*Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston | 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic | 
Club, Chicago. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal. | 
*Nov. 20-22. Southern Newspaper Pub- | 
lishers Assn., annual convention, The} 
Greenbrier, White Sulphur Springs, W. | 
Va. 

Dec. 27-29. American Marketing Assn., | 
conference, Palmer House, Chicago. 


Guillory Appointed Ad V. P. 


J. Mason Guillory has been ap- 
pointed v.p. in charge of advertis- | 
ing for New Orleans Public Serv- 
ice Inc. He succeeds W. J. Amoss, 
who has resigned to become ex-| 
ecutive v.p. of Valentine Sugars, | 
Valentine Plantations Inc. and/| 
Valite Corp. 


Glidden Co. Boosts Armel 


Thomas N. Armel, formerly on 
the sales staff of the Nubian in- 
dustrial division of Glidden Co., 
Chicago, has been promoted to 
manager of national industrial 
sales, He will make his headquar- 
ters in Cleveland. 


Gleem Campaigns in East 


Baltimore Paint & Color Works 
is opening a new spring campaign 
along the Atlantic seaboard for 
Gleem mildew-resistant 
Full-page newspaper ads, 
24-sheet posters and radio and TV 
spots will be used. Copy reads “7 
out of 10 home exteriors are at- 
tacked by mildew. . 
ern-most areas. . 
mildew-resistant house paint is the 
answer!” S. A. Levyne Co., Balti- 
more, is the agency. 


paint. 


Consolidate PR Programs 


Corning Glass Works, Corning 
Glass Center, Steuben 
Corning, N. Y., and other subsid- 
have consolidated 
public relations programs. Harlan 
Logan has been appointed director 
of public relations and Howard E. 
Bahr assistant director. Mr. Logan 
formerly was president of Visual 
Enterprises Inc. Mr. Bahr has been 
with Corning Glass Works since 
1934 


iaries 
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house 


even in north- 
.Gleem ‘premium’ 


is the 
t seal in Wisconsin: offering 
1) 70% Dealer Tie-ins on Grocery Items 2) Twice Weekly 


Glass Inc., 


their 


15, 9,637, 552 lines of Advertising 
ony newspoper in the state except be Mita 


ale Alp ri — A testimony to effectiveness. 


Test it in APPLETON — for Details Write — Wire — Phone Collect 


— David Lindsey — General Advertising Department — 


‘| see you've 
learned a 
lesson, Jim!” 


Teor 


“You've learned the value of an impressive business 
letter. And you’ve put your message on Hammermill Bond. ; 
Your chances of making a favorable impression on H 
your correspondents are improved by that 
combination—a good letter and a crisp, clean-looking 
letterhead. You'll find, as I have, that...” 


arate 


IT PAYS TO DO BUSINESS 
ON HAMMERMILL PAPERS 


Consult your printer about the papers that will give 
the best possible impression of your firm. If he 
recommends Hammermill Bond—as thousands of 
experienced printers do—you may be sure 

it’s the right paper for you. Examine 

this distinctive paper for yourself. Send for 

the free sample book of Hammermill Bond. 


‘ 
we. mn 


You can obtain busi printing on popers 
wherever you see this shield on a printer's window. Let 
the Guild sign be your guide to printing satisfaction. 


POO OOO S22OSE8228E84222 | 
| Hammermill Paper Company, i 
| 1459 East Lake Road, Erie 6, Pennsylvania i 
| Please send me the sample | 
| book of Hammermil! Bond. | 
| Name | 
Companion papers for office use include Hammermill ! Poitien 
Mimeo-Bond and Hammermil! Duplicator. 


Please attach to, or write on, your business letterhead.) ga.s7-3 


LOOK FOR THE WATERMARK... IT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 
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Appoints Rowe & Wyman 


Hall’s Safe Co Canton, O 
maker of safes and filing equip- 
ment, has appointed Rowe & Wy- 
man, Cincinnati, to direct its ad- 
vertising 


Sell ‘Your Product Thru 


MAIL ORDER 


ADVERTISING 
We Show You How 
MARTIN Advertising AGENCY 


15 East 40th Street, Dept. 11, New York 


Art Research Group Formed 

Art Research Associates, offer- 
ing specialized research in the art 
field, has been formed with offices 
at 40 E. 52nd St., New York. The 
agency gathe rs facts and photos 
for art oaen, collectors, writers 
and advertisers, among others. 
Fees are prearranged or on an 
hourly basis of $2.50 


‘Stores’ Names Harry Bell 


Harry O. Bell has been ap- 
pointed advertising manager of 
Stores, monthly magazine of the 
National Retail Dry Goods Assn. 
He has been promotion manager 
for the past 20 years. The ap- 
pointment is in line with the as- 
sociation’s decision to expand its 
editorial and advertising program. 


Appoints Caldwell, Larkin 

Federal Chemical Co., Indianap- 
olis, maker of insecticides, has ap- 
pointed Caldwell, Larkin & Co., 
Indianapolis, to direct its adver- 
tising 


Burns Heads Trailmobile Inc. 
William A. Burns Jr., v.p. and 
general sales manager since 1950, 
has been appointed president of 
Trailmobile Inc., Cincinnati, a 
subsidiary of Pullman Inc. 


— 


i 
SALES 


We have 
the Right Combination... 


MARKET IN TEXAS 

A market of 1,600,000 people with 
an annual effective buying income 
of $2,225,000,000. 


% COVERED BY TEXAS’ 
LARGEST NEWSPAPER 


Over 


over 


215,000 net paid Sunday and 
235,000 (M&E) net paid 


daily. 


This is the kind of combination that is necessary to sell your 


products 


a rich, ready-and-able-to-buy market with prov- 


en newspaper coverage. In the metropolitan Fort Worth area 
there are 113,700 families with an annual buying income of 
$505,215,000. The 100-county trading area consists of 536,000 
families with an annual buying income of $2,225,000,000. 
This is distributed among food, drug, automotive, furniture, 
household, radio, general merchandise, wholesale and other out- 
lets. The daily and Sunday Star-Telegram is read and accepted 
deep in the hearts and minds of these families. Tell them what 
you have to sell through the Star-Telegram. 


WRITE Amon Carter, Jr., 


ing Director, 
tion analysis. 
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for complete market 


The FORT WORTH 
 STAR-TELEGRAM 


ered G CARTER, publisher 


a ee 


New Cinzano Ads 
‘Tell the Truth’ 


about Vermouth 


New York, March 12-—-Canada 
Dry Ginger Ale Inc., importer of 
Cinzano vermouths, has started an 
educational campaign to tell con- 
sumers “the truth about 
mouth.” 


Initial ads run in March issues of 


six magazines. The schedule calls 
for three 


in Cosmopolitan, 


to four insertions each 
Cue, 


Esquire, 


re Tet TH 
Agotr VER wOOTH 


Yinowsey 40 Suarapory 


DIQ| PUig peumousy 


Gourmet, House Beautiful and 
Newsweek. J, M. Mathes Inc. han-} 
dles the account. 

The display portion of the ads! 


is upended, to be read sidewise 
A full column of editorial style 
type faces this display. 

Headed “The Truth about Ver- 
mouth,” this column tells con- 
sumers that vermouth is a 


cocktails. 

Ben Hunter, national sales man- 
ager of Canada Dry’s wine and 
spirits department, said that there 
are two reasons for the educational 
campaign. Cocktail consumption, he 
said, has been rising sharply. Sec- 
ondly, Cinzano sales have been 
climbing even more rapidly. Ca- 
nada Dry’s aim is to accelerate 
both trends 


Continental Recipes 
Dress Up Packages 
Continental Sea Foods, New 
York, will start using a new tri- 
color cellophane overwrap for its 
frozen food packages in a few 
weeks. Designed by Milprint Inc., 
Milwaukee, the overwrap will be} 
covered with recipes. Japan- 
packed swordfish steaks and frog 
legs are the products for which 
the wrapping will be used. 
Shipping cartons of the pack- 
ages will be covered with alum- 
inum foil imprinted with colorful 
recipes. It will be suggested that 
the retailer save these for point 
of sale display. The new over- 
wrapping also was designed to give 
better brand identification to Nep- 
tune. 


Schedule ‘Olympic Week’; 
R&R Is Task Force Agency 
The U. S. Olympic Assn. will 
climax its drive for public dona- 
tions with a “U. S. Olympic Week,” 
May 4-11. Outstanding sports 
and entertainment personalities 
are expected to help dramatize 
the need for funds to send all 


| qualified U. S. athletes to Hel- 


National Advertis- 
and circula- 


| 


LARGEST 
CIRCULATION 
IN TEXAS 
without the use of 
schemes, premiums or 
contests — “Just a 

Good Newspaper” 
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Finland. 

Ruthrauff & Ryan will assist the 
association in coordinating adver- 
tising activities for the fund drive. 
All ad media will be asked to con- 
tribute space or time. If the budget 
of $850,000 is not reached, the U.S. 
may be forced to send a “half- 
team” to Helsinki for the summer 
games 


College Holds Ad Fair 

The second annual Advertising 
Fair, featuring ads and promotion- 
al material of the nation’s leading 
advertisers and publications, will 
be held March 20-21 at the school 
of business, City College, New} 
York. 
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and that poor vermouth can ruin} 
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Airline Foods to Cohen 
Airline Foods Corp., Linden, 


N. J., has appointed Harry B. Co- 
hen Advertising, New York, for 
its products—Henri saucés, Sun- 
daettes, Sparkoffee and Airline 
prune juice. Initial plans call for 
an extensive merchandising and 
advertising campaign during the 
Lenten season, using newspapers, 
radio, television and business pa- 
pers, all supported by point of sale 
material. Mann-Ellis, New York, 
is the previous agency. 


| KXOK Goes on All Night: 
|Rand Agency Buys Up Time 
KXOK, St. Louis, will begin all- 


|night operations on Saturday, 
| April 5. 
| Rand Advertising, New York, 


|has bought the entire nighttime 
programming from midnight to 
6 a.m., Monday through Saturday. 


Vita Appoints O’Connell 

Vita Automatic Windows Inc. 
and Vita Labor Saving Devices Inc. 
have appointed R. T. O'Connell 
Co., New York, to direct their ad- 


| vertising 


A sven 
Manager 


"i selected 
GAS 


... because it has the larg- 
est circulation—both in total 
copies and in copies to gas 
company readers. We get 
maximum effectiveness 
from our advertising be- 
cause 92% of the circula- 
tion is to individual gas 
company men.” 


. and because GAS has 


> More complete coverage of the 
billion dollar gas utility and 
pipeline industry. 


b> Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact 


> Circulation Verification is Two- 
Fold. 96.53% Verified by C.C.A 
for list accuracy. 93% Verified 
for Readership by independent 
audit 


> Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


> More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


> A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry. 


> Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 
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Claude Robinson Finds Much ‘Malarkey’ | 


in Ad Copy; Urges More Stress on ‘Impact’ 


Cuicaco, March 13—Claude| 
Robinson, partner in Gallup &} 
Robinson, came to Chicago today | 
and said much of modern adver-| 
tising is so bad readers just turn | 
the page with a shudder. | 

They glance at a lavish, two-| 
color spread, said Mr. Robinson, | 
and their reaction is: “Oh, it’s the 
same old malarkey.” Advertisers 
are not only failing to make an| 
impression, he added, but they! 
sometimes penalize themselves. | 

Mr. Robinson tossed off these. 
comments during the course of an | 
illustrated talk on the advertising 
impact techniques developed by 
himself and George Gallup. He) 
had as his audience a crowd of 130) 
persons attending an American 
Marketing Assn. luncheon. 


® In dissecting the ills of advertis- 
ing Mr. Robinson gave a capsule 
history of copy trends in the past 
20 years. In the early ’30s, he) 
pointed out, ads were loaded with 
heavy, unbroken blocks of editori- 
al matter. Headlines were long and 
there was a limited use of pictures. 

Mr. Robinson said all this was 
reversed with the advent of the 
“read and note” method. Ads were 
opened up for large, colorful illus- 
trations. Copywriters turned out 
short, punchy sentences. Ad for- 
mats were simplified and made 
more attractive. 


® All this was fine, he continued, 
except for one shortcoming—it re- 


flected only attention value. When | 
research teams conducted inter-| 
views, saic Mr. Robinson, they | 
found that neither product names | 
nor sales messages were register- | 
ing. Readers noted the ads and 
that was that. 

This led to development of the 
impact theory, which Mr. Robin- 
son said is gaining more and more 
momentum in the advertising in- 
dustry. 

The key word in impact, accord- 
ing to Mr. Robinson, is playback. 
He reminded his audience that the 
ultimate test of advertising must 
be sales. And impact he defined as 
the “measure of the ability of ad- 
vertising to stimulate buying.” 
Playback, stated Mr. Robinson, 
will almost always give a clue to 
why an ad did or did not produce 
this stimulus. 


8 The five steps followed by Gal- 
lup & Robinson in their impact 
studies are: 

1. Interviewers visit a home 24 
hours after a magazine has been 
reteived. They first test whether 
a person is a qualified respondent | 
by seeing if he or she has read at 
least one article. 

2. Qualified respondents are 
then asked if they can remember 
ads, Aided recall is always used 
in questioning. Interviewers ask: 
“Do you remember a Chevrolet ad, 
a Goodyear ad, etc.” If the answer 
is “yes,” then the respondent is 
asked to prove it by describing the 
ad. 

3. The reader is now asked what | 
sales message was obtained from | 
an ad. What ideas did he get? 

4. With this step the magazine | 
is opened, the reader is shown ads | 
and asked if he recalls having} 
seen them previously. 


5. Background data is collected | 


on the respondent's sex, age, edu- 


cation and occupation. The geo- 
graphical area also is noted. 


8 Using specific examples, Mr. | 
Robinson next cited the results of 
studies made by Gallup & Robin- 
son’s Impact Ad Clinic at Prince- 
ton. 

Mr. Robinson reported that the | 
ads which consistently registered | 
the lowest impact scores were those | 
from the “claim and boast” school. | 
In this classification he put ads| 
which shout: “This product is the 
best”; “no one else can duplicate 
this car”; “greatest improvement 
since the cotton gin,” etc. Mr. Rob- 
inson described this group as the 
“Zilch is first again” type. The 
trouble with these ads, he said, 
is that people simply don’t believe 
them. 

Against this type, Mr. Robinson 
placed those ads which stress con- 
sumer benefit. The copy here 
makes no great claims but explains 
how the product can help the con- 
sumer. This type, said Mr. Robin- 
son, usually has a high impact 
score. The ads are read and re- 
membered. 


s Mr. Robinson illustrated his 
thesis with film slides of different 
ads. He showed a Whirlpool ad 
which used the “claim and boast” 
approach. Its impact rating was 
6%. Next to it he showed a Gen- 
eral Electric iron ad which listed 
consumer benefits. Its impact score 
was 19%. On the average, said Mr. 
Robinson, the latter type has 
scored a 64% higher impact rat- 
ing than the “claim and boast” 
group. 

The basic question which Mr. 
Robinson posed for admen was: 
“What can we do for readers?” He 
suggested that, if copywriters think 
along these lines, the effort will 
pay off in increased efficiency per 
advertising dollar. 


@ Flashy, flamboyant ads also 
drew Mr. Robinson's fire. Their 
content, he said, consists of “third 
class copy” and they are packed 
with cliches. He admitted that 
these ads may attract a momentary 
glanee, but said impact studies 
show they never reach the next 
two all-important steps: register- 
ing the name of the product or 
sponsor and creating an urge to 
buy. Mr. Robinson declared that 
the advertiser who uses such copy 
may as well sign it with “contrib- 
uted by a friend.” 

Too many ads, he continued, re- 
ly on mechanical devices instead 
of ideas. He said these ads use all 
sorts of typographical tricks such 
as numerous changes in type face, 
excessive printing on tint blocks, 
copy-patching and lavish use of 
color. 


s “The adman also is in a rut,” Mr. 
Robinson claimed. Instead of vari- 
ation, he said, we have the same 
kind of ads used over and over. 
He cited the following to prove his 
point: 

1. Refrigerators. All the manu- 
facturers do the same thing—there 
is always a picture of a refrigera- 
tor, well-stocked with food, the 
door open and a housewife point-| 
ing. Mr. Robinson produced on the 
screen a conglomeration of about 
13 such ads. 

2. Whisky. Always the same— 


Network Gross 


Source: Publishers Information Bureau 


NETWORK RADIO 


January January 
1952 1951 
American Broad- | 
casting Co. ..... $ 3,307,464 3,099,418 
CBS Radio ....... 5,160,182 6,833,626 
Mutual Broadcasting 
System .. 1.678.409 1,542,887 | 
National Broad- | 
casting Co. 4,331,884 5,215,947 | 
Total $14,477,939 $16.691.878 | 


Time Charges 


NETWORK TELEVISION 


January January | 
1952 1951 | 
American Broad- 
casting Co. .....$ 2,007,314 $ 1,328,719 | 
CBS Television .... 5,109,023 2,601,165 | 
DuMont Television Net- 
work 717,148 435,527 
National Broad- 
casting Co. 7,380,307 4,187,222 
Total $15,213,792 $ 8.552.633 


|a dealer who hurts him by selling 


ALL IN ONE—Ads and promotional material for Kelvinator’s spring ad campaign 

for ranges and freezers fill this 16’ folder. District managers carry the folder to 

retailers to stimulate local tie-ins. Executives responsible for the campaign are, 

left to right: J. T. Stone, sales promotion manager; F. J. Worden, advertising 

department manager; R. L. Wolfe, account executive, Geyer, Newell & Ganger, the 
agency, and H. A. Willis, national ad manager. 


the bottle and the glass. 


with white walls. 


| types have no effect, sales-wise. 
3. Tires. Always the same—a | 
picture of a fine-looking tread) 


Mr. Robinson concluded his talk 
with “before and after” ads of 
companies subscribing to the Gal- 


4. Television sets. All TV ad-|lup-Robinson surveys. He showed 


vertising, said Mr. Robinson, has| 
worked itself into two rigid types | 
with no variation. There is either| Kelvinator Corp., Jos. 


a shot of the set or a picture of 
a happy family at home watching 
TV. 


on the screen a group of ads placed 
by Nash Motors division of Nash- 
Schlitz 
Brewing Co., Oil Industry Infor- 
mation Committee and American 
Iron & Steel Institute. In each 


The result of all this, claimed | case, the later ad had an impact 
Mr. Robinson, is the “regimenta- score at least double the first one. 


tion of the creative people by | 


Mr. Robinson told AA that there 


stereotypes.” The worst part of! are now 45 companies using the 


it, he added, is that these stereo- | 


Gallup-Robinson service. 


Celler Introduces ‘Loss Leader’ Bill as 
Judiciary Committee Acts on Fair Trade 


WASHINGTON, March 13—A 
sharply divided House judiciary 
committee today reported legisla- 
tion to put fair trade laws back 
into full force. 

In the showdown vote, 13 com- 
mittee members approved the price 
maintenance bill drawn up by a 
special monopoly subcommittee | 
(AA, March 10). Eight other mem- 
bers, including Rep. Emanuel Cel-| 
ler (D., N. Y.), committee chair- 
man, voted against “fair trade.” 

Chairman Celler immediately) 
issued a statement denouncing fair | 
trade as “nothing more than price 
fixing designed to enrich certain 
retailers by fixing prices upwards 
and not downwards.” 


® He contended fair trade artifi- 
cially imposed on the economy “a 
scale of prices which do not reflect 
healthy retail competition.” 

As a substitute, Rep. Celler to-| 
day introduced a “loss leader” bill | 
(H.R. 6986) which prohibits sale} 
of brand name goods below cost. 

He argued that the ban on loss 
leaders would “prevent predatory 
price cutting without destroying 
free competition.” 


The judiciary committee's fair| 
trade bill is less drastic in some} 
respects than the one unanimously 
approved by the House interstate | 
commerce committee. Both bills 
are before the rules committee, 
which will determine the amount 
of time the House is to spend de- 
bating fair trade 


® Both bills require retailers to re- 
spect the fair trade price once a 
price contract has been executed 
with any retailer in the state. 
However, the judiciary committee 
bill would not apply to mail order 
sales by dealers from non-fair 
trade areas. 

The Celler bill permits a retail- 
er to collect triple damages from 


a brand name item below cost. It 
also permits retailers to obtain in- 
junctions to prevent loss leader 
sales which might result in dam- 


“Loss leader” is defined in the 
bill as “selling a commodity, or 
advertising, or offering a com- 
modity for sale at a retail price 
below the delivered cost of the 
commodity.” 

Exceptions are allowed for bona 
fide clearance and for sale of 
damaged goods where the public 
has plain notice of the facts of 
the situation. Exceptions are also 
provided for seasonal sales, per- 
ishables and for sales by non-prof- 
it religious, charitable, scientific, 
literary and educational groups. 

ae 


CBS Shifts Murphy 
from TV to Head 


of Radio Division 
New York, March 14—Adrian 


| Murphy, who has been associated 


with the television activities of 
Columbia Broadcasting System for 


| more than a decade, this week was 


named to head the CBS Radio Di- 
vision. 

At the time of his appointment 
he was president of CBS Labora- 


Adrian Murphy 


Howard Meighan 


tories. As president of CBS Radio, 
Mr. Murphy succeeds Howard S. 
Meighan, who had held the post 
since Columbia’s appointment of 
several division presidents in July, 
1951. A v.p. of the parent corpor- 
ation since 1946, Mr. Meighan will 
rejoin the executive group of Co- 
lumbia Broadcasting System. 


8 Announcement of the unexpect- 
ed move was made by the corpora- 
tion president, Frank Stanton 


age 


As president of the CBS Labora- 


Jet-Tower Price 
Cut as Mullins 
Bypasses Dealer 


Buyers Get a Discount 
If They‘ll Demonstrate 
Dishwasher to Friends 


Warren, O., March 14—Mullins 
Manufacturing Corp., maker of 
Youngstown Kitchens, today of- 
fered $100 off on its new dish- 
washer if the purchaser will dem- 
onstrate it to five friends, neigh- 
bors or relatives. 

The offer—which ends May 31 
—was made in newspapers 
throughout the nation. The promo- 
tion will continue in April and 
May with the following magazines 
scheduled: Better Homes & Gar- 
dens, Living for Young Home- 
makers, Progressive Farmer and 
The Saturday Evening Post. 


® The promotion is actually a 
slap at retailers. Marshall Adams, 
advertising and sales promotion 
manager, stated: 

“There have been complaints, 
and entirely justified ones, of the 
lack of creative sales effort at the 
retail level. This places a greater 
than ever burden on both local 
and national advertising.” 

Mr. Adams added that Mullins 
was able to “outsell the entire 
dishwasher industry” last fall by 
“going to the public direct—over 
the dealer’s head.” He was re 
ferring to a national promotion 
which offered customers a $100 
trade-in allowance on their o 
sinks toward.the purchase of 
Youngstown dishwasher. 


@ The Mullins ad manager sa 
the factory, distributor and deal 
are participating in the new offer, 
The $100 allowanee is being given 
on the 48” Jet-Tower electric dish» 
washer introduced by Youngstowfl 
in February. The OPS price ig 
$429.95. On the 27” model, a $7§ 
allowance will be offered } 

In return, the customer receives 
a prospect form which has space 
for the names and addresses of 
five persons. The buyer must show 
the dishwasher to these people and 
then return the form. 


tories division, Mr. Murphy coor- 
dinated electronic developmental 
work, including color television in 
its various applications. He has 
played a leading role in CBS’ suc- 
cessful fight to get its color TV 
system accepted as the country's 
standard. 

His successor in the laboratories 
division will be named later. Mr. 
Murphy will continue as a v_p. of 
the parent company. 


NBC, Thrifty Drug Stores 
Run Contest in California 


Thrifty Drug Stores, Los An- 
geles, and National Broadcasting 
Co. are cooperating on a contest 
in which 802 prizes, valued at 
$10,000, will be given in southern 
and central California. The tie-up 
wil! be headlined with the theme, 
“Nation’s Bargain Center—-NBC 
—The Nation’s Entertainment 
Leader—Thrifty—The Nation’s 
Bargain Center.” 

Contestants will be required to 
pick up ballots at any Thrifty 
drug store and vote far their fa- 
vorite NBC radio or TV show. In 
25 words, they must tell why they 
prefer the show. 


KPOL Joins Broadcasters 


KPOL, Los Angeles, which is 
expected to go on the air in July, 
1952, has joined the Southern Cal- 
ifornia Broadcasters Assn. The 
station, owned by Coast Radio 
Broadcasting Corp., will broadcast 
with 5,000 watts daytime, on 
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Johnson Wax Elects Croft 
Hamilton F. Croft has been elec- 
ted president of S. C. Johnson & Plans to Increase 
Brantford, Ontario. He 
F. Johnson, who has s plastics group, 
been named chairman of the board. Promotional Effort 
, who was v.p. of the in- 
ternational division of S. C. John- 
, will continue to serve 


Leaves ‘American Home’ 


has resigned as publicity director 
of American Home and will make 
an extended tour of Europe. 


Plastics Industry 


lic relations committee 


Gordon Brown, v.p. of the Bake- New House © Plenty — 
Family Food Plan Ready © 
two For Chicago... 


| changes the result of a new indus- 

PHILADELPHIA, March 11—Public | try trend—increased sales promo- | tes cx 
demand for plastic products has | tion and increased consumer adver- 
a director of the parent com- outgrown the industry’s capacity | tising. However, he named no spe- 


called 


to merchandise and distribute. | cific ad expenditures. 


With this in mind, the Society 


Loretta Rosenlund 
was taken during the fifth Na- 


scope and function of its public! activities. 


PROCOOR 
GRAPHIC ARTS 
PRODUCTION EXPEDITERS 


relations committee. 


manager of the plastics division of | 


SIGNS + ART 
CHARTS + EXHIBITS 


santo Chemical Co., heads the pub- es. 


Crow Publications Inc., 
] 


for 


lite division of Union Carbide & 
Carbon Corp. and president of the} 


the 


Top questions for the marketing | 
of the Plastics Industry Inc. today | committee will be eo-op advertis- | 
appointed a marketing committee| ing, selection of media and the} 
to tackle the problem. The action) marketing aspects of advertising. 
The public relations committee 
tional Plastics Exposition here. The! will add speakers, displays and in- 


group also voted to expand the! dustrial publicity to its present 


Amos Ruddock, merchandising Wonacott to Crow Publications 
Don L. Wonacott, 
Dow Chemical Co., is chairman of account executive 
the marketing committee. Edmund Jackson, Walker & McClure, San 
Francisco, has been appointed = 
o 
Los Ange- 


formerly 
Conner, 


Agency Commission Paid D. Kennedy, advertising manager tana 4 
316 F. 56th $1, Now York 22 of the plastics division of Mon- “!stant, advertising manager 


an 


The revoletionsry HOUSE O' PLENTY Family Feed Plan is 
economists end food en. 
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| 
| 

| meats and fresee fends ebteineble ot savings of 35% ore 
| new avatiaihe te members of this remarkable sew plen 
| 

PREEZER AT NO 

pearcaione~a 


uaytte 


| Se 
FEED YOUR FAMILY FREE 
ONE MONTH Out OF FOUR 


: | 


stt7 


ne lit SERA 


MERCHANDISE BROKERS 


JOHN K. WAITE 


is president of John K. Waite 
Company, Merchandising Brokers. 
with offices in Seattle. Portland 
and Spokane. They distribute an 
impressive number of name-brand 
products, ranging from the world’s 
largest manufacturer of Easter Egg 
colors to household cleansers 
packaged and canned 

foodstuffs, and beverages. 


A MAN WHO KNOWS HOW 
TO SELL SEATTLE 


RELIES ON THE 
POST-INTELLIGENCER 


States Mr. Waite: “In over 12 years of food merchandising 
this company has come to rely on The Post-Intelligencer to 
consistently produce results. .‘We unhesitantly recommend 
The Seattle Post-Intelligencer as an excellent medium to ac- 
quire the desired results. 

Mr. Waite KNOWS how to sell Seattle. He, like other top 


merchandisers in this area, knows that The Post-Intelligencer 


has impact out of all proportion to other media! 


PEOPLE WHO BUY---READ THE P..-I. 


Ie SEATTLE 


, 
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DEATH OF THE RETAILER—House O’ Plenty, one of the many new freezer-food 

plans now operating in the nation, is running full pages like this in the Chicago 

$s can save money by buying a home freezer 

and then purchasing frozen foods at wholesale prices. Freezer and food are bought 
through House O' Plenty (AA, March 10). 


Joins McConnell, Eastman 
David M. Armstrong, formerly 
with Cockfield, Brown & Co., 
Montreal, has been appointed an 
account executive in the Montreal 
office of McConnell, Eastman & Co. 


Hogue Joins Morey, Humm 

Paul Hogue, formerly in the 
copy department of McCann- 
Erickson, New York, has joined 
the writing staff of Morey, Humm 
& Johnstone, New York. 


| Picard Adds Account 
Commonwealth Color & Chemi- 
|cal Co., New York, manufacturer 
| of chemical specialties for the tex- 
tile, leather and paint industries, 
has appointed Picard Advertising, 


New York, to direct its advertising. 


Obrist Manages WNHC-TV 
Edward C. Obrist, formerly head 
of his own radio consultant office 
in New York, has been appointed 
manager of station operations for 
WNHC-TV, New Haven. 


Sunshine Boosts Larrimore 
James Larrimore, formerly man- 
ager of Sunshine Biscuits’ New 
York bakery, has been promoted 
to the newly created position of 
assistant v.p. of the company, 
which is in Long Island City. 


Simms Joins Grizzard 

Richard L. Simms Jr., formerly 
a partner in Simms & Judd, Miami, 
has been appointed an account ex- 
ecutive of Grizzard Advertising, 
Atlanta. 
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N. Y. Mailers Can 
Void Contract—but 
Only with a Big If 


New YorK, March 11—The 
Newspaper & Mail Deliverers Un- 
ion can void its two-year contract 
with newspaper publishers here— 
but only if it returns an estimated 
$800,000 in wage gains. The union 
has 30 days to comply with the re- 
fund provision following a decision 
by the state supreme court yester- 
day. 

Key to the 10-month-old oe 
is nine words in the contract, rati- | 
fied Jan. 26, i951, dealing with} 
seniority. It is claimed that the} 
then union officers failed to read 
the important nine words to the) 
members (AA, May 28, ’51). Con-} 
sequently, it was made to appear 
seniority would be industry-wide, 
whereas the contract only provided 
for a shop-by-shop handling basis 
(AA, June 4, ’51). 

Since then, the union members 
have ousted the officers and filed | 
suit to amend or void the contract 
because of the omission. 

Justice Denis O’Leary Cohalan, 
who gave the decision, refused to! 
strike out the nine-word clause. 
Although he felt the union’s wishes 
had not been complied with due 
to its officers’ defection, he saw no 
reason to punish the publishers 
who had acted in good faith. 


s At the office of the union, AA 
was told that an executive meet- 
ing will be held next week to de- 
cide on what action is to be taken. 

The seniority clause dispute is 
reportedly part of a larger effort 
by the union to retain the closed 
shop provisions of its old contract 
with publishers. Such agreements 
were outlawed by the Taft-Hart- 
ley Act. Last spring a federal court 
ordered the union not to strike or 
otherwise force newspapers to 
break the labor law (AA, April 
16, 51). 

The contract suit was brought 
by Joseph Simons, formerly presi- 
dent of the union. The defendants 
include the following: | 

Thomas J. Crowley, treasurer, 
the Publishers Assn. of New York 
City; New York Times Co.; New 
York Herald Tribune Inc.; Hearst 
Consolidated Publications Inc.; 
Hearst Corp.; News Syndicate Co.; 
New York Post Corp.; New York 
World-Telegram Corp.; Newspaper 
Enterprises Inc.; Long Island Daily 
Press Publishing Co., and Brooklyn 
Eagle Inc. 


Opens Coordination Service 
Rachel Zane, formerly accesso- 
ries buyer and fashion coordinator 
of the retail] division of I. Miller 
& Sons, New York, has opened an 
accessory coordination service for 
the related selling of footwear and 
handbags. “Packaged” promotions 
will be produced for the shoe in- 
dustry consisting of advertising, 
sales promotion, market surveys 


5,000,000TH SIGN—Sam Kamin (left), president of Neon Products, Lima, O., and 

J. A. Howenstine (right), secretary-treasurer, pose with the 5,000,000th illuminated 

sign Neon has produced during its 22 years of operation. Although the company has 

retained its original name, more than 95% of its production has been converted 
‘ from neon to “Plastilux,”” a plastic fluorescent combination. 
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|Sapan to Dowd, Redfield creative staff of Dowd, Redfield 
| Maxwell Sapan, copy chief of|& Johnstone, New York. Before 


Emil Mogul Co., New York, from joining Mogul, Mr. Sapan was with 
1947 until recently, has joined the! J. Walter Thompson Co. 


‘SOMEBODY'S SECRETARY ... . by POST-HALL SYNDICATE 


| | YES, I KNOW THE SALES ) POST-WALL OF 
| COURSE ! 


MANAGER |S PLANNING 
A COMIC- TYPE 
PROMOTIONAL 


JOB FROM SCRIPT 
IDEA TO PRINTED 
BOOKLET, 


Syndicate, 
295 Madison, 
New York 17. 
MU 6-4650 


FREE SAMPLE BOOKLETS AVAILABLE FROM THE ABOVE ADDRESS 


and merchandising. Shirley J. 
Blacher, previously advertising 
manager of Carlisle Shoe Co., sub- | 
sidiary of I. Miller & Co., is asso- 
ciated with Miss Zane. Offices are 
at 171 Madison Ave., New York. 


‘Home Garden’ Names Reps 
Home Garden, New York, will 
be represented in the Midwest by 


Charles R. Rhodes, manager of 
Midwest Publishers Representa- 
tives Inc., Detroit, effective with 


the May issue. The Detroit office 
will cover Michigan, Ohio and 
Indiana. Coverage in Illinois, Wis- 
consin, Minnesota, Nebraska, Iowa, 
Missouri and Kansas will be han- 
dled by the Chicago office through 
William H. Parker, Army Times, 
Chicago. 


Harris Heads Mail Pouch 


Monte Harris has been elected 
president of Mail Pouch Tobacco 
Co., Wheeling, W. Va. Mr. Harris 
joined the company in 1934, and 
has served as assistant sales man- 
ager and sales manager. He was 
elected v.p. in 1945 ' 


147,527 at the Sentinel Sports Show! 


ee oe eae eee 


Wisconsin’s Only Big Morning Newspaper Packs Them In! 


That's right! 
1952 edition 
show owned, 


147,527 persons jammed Milwaukee’s new Arena and Auditorium to see the 
of the Milwaukee Sentinel Sports & Vacation Show — the only major sports 
operated and conducted by a newspaper. 


We took two big buildings; Loaded them with sporting goods, sportswear and equipment, 
boats, motors, trailers, conservation, travel, resort and vacation exhibits; We added the top 
stage and tank entertainment in the country; Told about it through the Sentinel .. . and put 


up the SRO signs nearly every day! 


Here’s a demonstration of the force and influence of one of the nation’s great newspapers. 


The 147,527 came because they read about the Sports Show in the Sentinel. 


Isn't it logical 


that they will respond to your messages in the Sentinel, as well? 


MILWAUKEE SENTINEL 


The Newspaper Wisconsin Grew Up With 


Nationally Represented by 


MOLONEY, 


REGAN & SCHMITT 
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American Home's 
Duff Purchased 


mote the entire 


bread mix, 


|cake mix 


* | 

by Pillsbury ——s re: saves eco, new York, wit 
| continue to handle advertising and 

| promotion for the Duff line. Since 
scale during the war, might be on | negotiations for the purchase have 
just been completed, Pillsbury has 
plans 
However, a 
spokesman for the company said 
will use the same mer- 
sales 
our 


(Continued from Page 1) 


the verge of getting out again, as 
soon as buyers could be lined up| not had 
to take the other food lines. for a new 

(In New York, however, Ameri- 
can Home Foods spokesmen flat- 
ly denied to AA that other food} 


time to work out 


campaign 


that “we 


chandising, advertising and 


lines will be sold. They said rum-/| promotion methods used on 
ors of this nature crop up period- |own line of mixes.” 
ically because AHF has a Pillsbury for years has 


repu- 
tation for “buying and selling.”’) 
In announcing the 


keted a line of mixes under 


er divisions of American 


Foods are unaffected by its pur- 
chase of the Duff mix business 
Pillsbury 


roll mix and pie crust mix 
said that it will con- 


tinue to produce, market and pro- 
line of Duff mix 
products, which includes a ginger- 
waffle mix, hot muf- 
| fin mix, hot roll mix, devil’s food | 
| mix, spice cake mix and layer 


mar- 


purchase, | own name. These include such 
however, Pillsbury said that oth-| products as a pancake mix, buck- 
Home} wheat mix, fudge cake mix, yel- 
low cake mix, white cake mix, hot 
Thus, 
the Duff gingerbread, waffle, muf- 


ee ate eo oe 
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fin and spice cake mixes are the|dles Pillsbury and Globe “Al”, merge the two companies under 
only products not duplicated by| mixes; Campbell-Mithun, Minne-| the Williams name. Stockholders 
the Pillsbury mix line. |apolis, recently appointed to han-| will vote on the proposal late next 

Pillsbury’s decision to continue | dle the Ballard promotion, and Ted | month. 
the Duff name and products is| Bates & Co., New York, on the | Semler makes the Kreml line of 
understandable in view of the ac-| Duff mixes. | hair preparations. Williams makes 
ceptance that the Duff line en-| | Williams shaving cream, Aqua Vel- 
joys and the large investment!» A check of AA files shows that/ Va, Conti shampoo and soap, Skol, 
which already has been made in| American Home Products Corp.| Skat, Lectric Shave and other 
the brand name. | went on a buying spree between | Products. 

A similar decision was made 12) 1939 and 1946. In that period, 12| J. Walter Thompson Co. and 
years ago when Pillsbury pur-| companies were purchased. | Bermingham, Castleman & Pierce 
chased the line of Globe “Al”! They are: | share Williams’ account. Monroe 
flours and mixes, which are dis-| jarold H. Clapp Inc., 1939; Ayerst, | F. Dreyer Inc. and Erwin, Wasey 
tributed on the West Coast. McKenna & Harrison, Canadian pro-| & Co. are the Semler agencies. 

Similarly, when Pillsbury pur- | ducer of biological and pharmaceutical | 
chased the line of Ballard mixes | Products. 1943; E. E. Bartos Inc., through | MARIETTA BUYS O’CEDAR 


; : the affiliation of Reichel Laboratories, | 
last year it continued producing} an AHPC subsidiary, 1943; G. Washing-| CHIcaGo, March 14—American 
1943; Belle Cen-| Marietta Co. has bought about 85% 


and promoting the entire line, | ton Coffee Refining Co., 
hate Sonal - o white « sy | ter Creamery & Cheese Co. and its af-| : 

a includes a white cake mix, | filiate O.M.S. Corp., 1943; Gilliland Lab- | Of the stock of O’Cedar Corp. 
ayer cake mix, devil's food mix, | oratories, 1943; Wyeth Inc., 1943; Diamond} The rapidly growing Chicago 
hot roll mix, corn bread mix, Bal-| Dyes and its Vermont plant, 1943; P. Duff} paint manufacturer announced to- 
lard Oven-Ready biscuits, pie 4 Sons, 1944; Prescott Paint Co., 194; | G.y that the move is in line with 
weensiell : A ef Boy-Ar-Dee Quality Foods, 1946,| ““- . ‘ . 
crust mix and cloverleaf roll mix. | and Jos. Burnett Co., 1946. its plan to diversify operations and 

WES : ec, |. In 1944, AHPC merged all its | extend its movement into the con- 
poten a result of the purchase, | drug firms into one unit to form|Sumer marketing field. O’Cedar 

iisbury will use the ultra-mod-| whitehall Pharmacal Co. In 1945,| invested more than $2,000,000 in 
ora Dutt = in Hamilton, which | American Home Foods changed | 1951 to advertise its mops, waxes, 
was completed in 1948, for its own from a management unit to an op- furniture polishes and other prod- 
line of mixes as well as for the ati : , | ucts. 

' }erating company. | P 

Duff products. At present, etl | George Barnes, president and 
bury mixes are produced in a va- general manager, and other O’Ce- 
riety of plants across the country, SEMLER AND WILLIAMS | dar executives will continue in 
although production is centered | ARRANGE TO MERGE their jobs. 
in Springfield, 1. | GLastonsury, Conn., March 14—| O’Cedar advertising is handled 

Pillsbury’s agency lineup for its| Directors of the J. B. Williams Co.| by Young & Rubicam and Mari- 
mix business now includes Leo| here and R. B. Semler Inc., New | etta’s is handled by Turner Ad- 
Burnett Co., Chicago, which han-|Canaan, Conn., have voted to! vertising Agency. 


Mr. Sales Manager: 


sets answers this way 


Whatever your new program 
... have it evaluated by over- 
the-counter sales . . . before 
you ask Management to back 
it nationally. 


There’s a pretested way to get 
the answers you need. 


For years leading grocery and 
drug advertisers have been 
using Burgoyne store panels. 
In three, five or seven test 
cities . . . they determine the 
probability of success of new 
products, new prices, new 
promotions. new advertising. 


Among the burgoyne markets 
you will find recognized test 
cities where your representa- 
tion is effective ... where you 
or your advertising agency 
can check the research meth- 
ods on the spot. 


While you are trying to keep 
pace with the “fastest” mar- 
ket in all your business his- 
tory, you need pretesting. 


The sales manager for Product A showed 
the above Burgoyne Chart to his Manage- 
ment ... and so proved that this promo- 
tion idea would get results! 


Ask Burgoyne for dependable 
research. 


BURGOYNE 


Grocery ér Drug Ss. 


1704 FIRST NATIONAL BANK BLDG. @ CINCINNATI 2 
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9 Chicago Agencies 
Collaborate to Get 
New Marketing Data 


(Continued from Page 1) 
clients prefer special breakdowns 
by their own special sales regions. 

However, a way has been found 
to break down Industrial Surveys 
and Nielsen sales data in terms of 
the study. Four “market-size” cate- 
gories have been set up which will 
include the Nielsen and Industrial 
Surveys regions or any special re- 
gions they use. Thus, clients may, 
in the future, interrelate their own 
and competitors’ sales data from 
these two research groups. And 
agencies can break down circula- 
tion figures against the same areas 
and therefore against client sales. 


® The market size categories which 
will help the agencies do 
this job are as follows: The 162 
metropolitan areas (actually 293) 
counties) will be distributed in A! 
and B categories. About 648 coun- 
ties ranging between 30,000 and 
100,000 in population go into a| 
C category. The remaining 2,132) 
counties are in category D. 

It is felt by these agencies that) 
this classification is superior to| 
Audit Bureau of Circulations’ | 
breakdown by corporate city-sizes | 
or the newspaper categories by | 
city zones or retail and trading} 
areas. 

As part of this study, publishers 
will be urged to bring their circu- 
lation figures up to date. The agen- 
cy group points out that some of 
these figures are five years out of 
date. Any figures earlier than 1950 
are considered obsolete by these 
nine agencies. 


® Circulation books of all publica- 
tions will be put on record with 
the Bureau of Advertising, if they 
are not already in IBM punch-card 
form. Each card shows circulation 
for a single county and the cards 
can be grouped as desired. Each 
card will be up-dated as new cir-| 
culation books are released. All| 
cards and data will be coordinated | 
with the latest census or Sales 
Management data on families, re- 
tail sales, etc. 

The type of data the agencies} 
have ordered for the areas and 
categories of areas are as follows: | 
Total retail sales; total food sales; 
total drug sales; population; house- 
holds; county circulations of pub- 
lications, and percentage of family 
coverage per county or county 
group. 


Last Minute News Flashes 


Lorillard Introducing Kent Cigarets 

New York, March 14—Kent, P. Lorillard Co.’s new standard-length 
filter cigaret, will be introduced this week in New York, Chicago and 
Los Angeles. The campaign will break March 19 with spreads in most 
newspapers, with practically a full page devoted to a picture of the 
pack. Radio and TV also are expected to be used in the kick-off drive. 
Young & Rubicam is the agency. 


Victor Ratner of Macy’s Will Start PR Company 


New York, March 14—Victor M. Ratner, on April 1, will resign from | 
| Macy’s, New York, where he is v.p. in charge of advertising, sales pro- 


motion and public relations, to open a public relations office at 515 
Madison Ave. His clients include the Council of Motion Picture Organ- 
izations, for whom he will do an institutional campaign (advertising 
will be placed through agencies of the individual motion picture com- 
panies). He also will work on TV productions with 20th-Century Fox 
and the William Morris Agency. Mr. Ratner joined Macy’s in October, 
1949, from the Columbia Broadcasting System, where he was v.p. in 
charge of promotion. His resignation follows that of Richard Weil Jr., 
former president of Macy’s. 


Colgate Tests New Bottle for Veto Deodorant 

New York, March 14—Colgate-Palmolive-Peet Co. is testing a spray 
bottle for its Veto deodorant in Orlando, Fla., Rockford, Ill., and 
Roanoke. The new package is expected to be introduced nationally 
this spring. Media plans are not yet completed, according to Shertaan & 
Marquette, the agency. C-P-P also is reportedly marketing a shaving 
cream in a spray container. 


Y&R Won't Take Blatz: Other Late News 


|@ Young & Rubicam and Blatz Brewing Co. have ended their talks 


concerning possibility of this $4,000,000 account going to Y&R (AA, 
March 3). The agency bowed out of the picture when it became 
clear that some ad copy for Blatz must indicate it is a Schenley sub- 
sidiary. Y&R handles part of the Frankfort Distillers account. It is 
still not clear whether W. H. Weintraub & Co. and Kastor, Farrell, 
Chesley & Clifford will continue to handle Blatz. But McCann-Erick- 
son, San Juan, has just been named to handle advertising of Blatz 
in Puerto Rico. 


e Batten, Barton, Durstine & Osborn has been appointed to handle 


advertising for the radio-TV products of the Crosley division of Avco| 


Mfg. Corp., Cincinnati. Benton & Bowles, which formerly serviced 
this entire account, will continue as agency for home appliances and 
air conditioners, and other new appliances as they are added. This 


follows the recent reorganization of Crosley’s sales department, with | 


separate staffs set up for home appliances and for radio-TV. 


e Monte Sohn, director of the Borden Co.’s Elsie Enterprises division, | 


is retiring this month. He will continue to serve the division in an 
advisory capacity. Mr. Sohn’s duties will be handled by Phillip E. 
Moonan, general manager. 


e O. F. Matson, advertising and sales promotion manager of Cummins 
Business Machines, has been placed in charge of advertising and sales 


promotion for all four divisions of Cummins-Chicago Corp. The com- | 
pany’s ad program has expanded to include space in 23 magazines 


and trade publications. 


WW/J's Harry Bannister Named NBC Exec 


New York, March 14—Harry| posed revisions. This project, initi- | 


Bannister has resigned as general| ated after months of study by a 
manager of WWJ and WWJ-TV,| special committee and announced 
Detroit, to join National Broad-|at the network’s convention in 
casting Co. in an executive capac-| Boca Raton last winter, has been 
ity, effective April 14. more or less dormant since NBC’s 

NBC has not revealed what Mr.| last touring company of v.p.s was 
Bannister’s assignment will be, but| rebuffed by stations several weeks 
he is expected to head station re-| ago. 


|lations. “Radio Row” speculates | 
, . _|that the network, which has yet 
# The breakdown of circulation +, get major affiliates to approve 
figures will be maintained indef-| the over-all radio network reor- 
initely at one year intervals. All| ganization plan, chose him as a 


publications used in the study, as high level trouble-shooter (AA 
well as any other agencies, are} 7.) 7) ; 


welcome to buy a copy of the! 
study for about $200. 

Inquiries should be addressed | 
to R. F. Hussey, Foote, Cone &! 
Belding, Chicago 11, Ill. 


@ Present executives have been 
unable to sell many stations on the 
| rate change formula and other 
' controversial features of the pro-| 


Mr. Bannister has spent the ma- 
jor portion of his working years 
with WWJ, which he joined as al 
salesman in 1933. In 1941 he was) 
made general manager of the De- 
troit News broadcasting operations. 

Mr. Bannister’s successor is Ed- | 
win K. Wheeler. At the time of 
his appointment, Mr. Wheeler was 
business manager of the Detroit 
News. N. J. Nicholl has been ap-| 
pointed to succeed Mr. Wheeler. 


‘Adirondack Enterprise’ Sold 


Adirondack Enterprise, Saranac, rtis ed 
Lake, N. Y., has been sold by Fred- Adve ots Urg 


erick H. Kury, retiring editor and n j 
publisher, to ‘Dean R. Carey of| to Give Optional 


New York. Mr. Carey has ap-| - 
pointed Harry B. Nason, former Lnsertion Dates 
New York and Philadelphia news- Onti 
paper man, editor. He said Loren). NEw Yor, March i¢ ptional 
Johnson would continue as busi-| insertion dates in newspapers as- 
ness and advertising manager. No/| Sure advertisers of better positions 
other staff changes are contem-|and make possible more economical 
plated. The evening paper was es-| use of scarce newsprint by news- 
tablished in 1926. papers. 
Those conclusions are contained 
Rototype Corp. Names Agency in a statement on optional inser- 
Rototype Corp., maker of pre- | tion dates made by the joint com- 
made rubber printing plates, has mittee of the Assn. of National Ad- 
appointed Shephard & Edwards, ,,...4: d th . 
New York, to direct its advertis- wares an 5 eo Newspaper Ad- 
| vertising Executives Assn. The 


ing. - 
statement being sent to members 
of each group recommends that, 


to the benefit of the advertiser,” 
the committee says, “by making it 
possible for newspaper makeup 
staffs to hold out an advertisement 
when proper position is not avail- 
able because of crowded conditions 
in a particular issue, and to insert 
the ad on another day of the same 
week when a better position may 
be available. 

“Optional dates work to the 
benefit of the newspaper by mak- 
ing it possible to hold out an ad 
which, if inserted, would result in 
increasing the size of that issue 
of the newspaper by two pages (or, 
in some cases, four pages), thus 
resulting in an uneconomical use 
of expensive and scarce news- 
print.” 


MD CAMPAIGN—Newspapers ond re- 
gional magazines will be used in Pacific 
Coast Paper Mills’ MD toilet tissue com- 
paign again this year. This MD ad ap- 
peared in Western Family March 6. Ruth- 
rauff & Ryan, Seattle, is the agency. 


Naylor Rogers, 
Keystone System 
Exec V. P., Dies 


CuicaGo, March 14—Naylor Rog- 
ers, 66, pioneer radio broadcaster 
and for the past five years execu- 
tive v.p. of Keystone Broadcasting 
System, died here today. He under- 
went an emergency appendectomy 
two weeks ago and had been in 
Chicago Memorial Hospital since 
then. 

Born and educated in Canada, 
Mr. Rogers came to the U. S. more 
than 40 years ago. He served in the 
Canadian Tank Corps. during 
World War I although a natural- 
ized U. S. citizen. 

Prior to 1925 Mr. Rogers was a 
business and advertising manager 
of various newspapers in the West, 
and was at one time classified ad- 
vertising manager of the Washing- 
ton Times. He was serving with the 
old Los Angeles Evening Express 
in 1924 when the newspaper set up 
KNX. Mr. Rogers had charge of the 
| station’s development, as v.p. and 
| general manager. He originated 
many broadcasting practices that 
have since become common pro- 
cedure in radio. 


| 

jm After the station was sold in 
| 1935, Mr. Rogers, with Burridge 
Butler of WLS, Chicago, estab- 
lished KOY in Phoenix. Later he 
was western manager of Interna- 
}tional Radio Sales (Hearst) in 
| Chicago and then a partner in the 
Raymond R. Morgan Agency in 
Los Angeles. 

In 1940 he managed Davis & 
Schwegler in Chicago. This was 
the first national transcription ra- 
dio network and the predecessor of 
Keystone, Mr. Rogers has served 
with the network since it was es- 
tablished in 1942. 


DONN A. CLAYTON 

JAMESTOWN, N. D., March 14— 
Donn A. Clayton, 49, acting man- 
ager of Station KSJB here, has 
died from injuries received in an 
auto collision. 


Buys Ad Products Co. 


Cincinnati Advertising Products 
Co. has been sold to Oliver L. 
Bardes. Selling price is reported 
to be about $450,000. G. M. Matt- 
man, president of the company, is 
controlling stockholder. The com- 
pany makes metal frame globes 
and all-glass globes, lettered in 
various styles and colors for ad 
purposes, and plastic ad material. 


Fashion Frocks Boosts Two 
John J. Robinson, sales mana- 
ger of the Colony Hall Style Club 


director of sales promotion and 
public relations for Fashion Frocks 
Inc., Cincinnati. He succeeds F. 
Dinan. Joel S. Freedman has been 
promoted to sales and ad manager 
of the Fashion Frocks Melville Co. 
division. 


Sparton Promotes Fors 

William B. Fors, ad manager, 
has been promoted to ad and sales 
promotion manager of Sparton ra- 
dio-TV division of Sparks-With- 
ington Co., Jackson, Mich. 


whenever possible, advertisers 
should permit newspapers to run| Harold Kirsch Co. Moves 
a scheduled advertisement on an- Harold Kirsch Co. St. Louis 


other day of the same week. agency, has moved to new quarters 
“Optional insertion dates work| at 8147 Delmar Blvd. 


Crosley Appoints Blatz 

D. B. Blatz has been named 
manager of business management 
for the Crosley division of Avco 
Mfg. Corp., Cincinnati. 


$250,000 Magazine 
Campaign for IGA, 
If Members Approve 


CuicaGo, March 13—Plans for a 
$250,000 national magazine cam- 
paign were presented to Independ- 
ent Grocers’ Alliance members to- 
day. 

Don R. Grimes, assistant to the 
IGA president, made the presenta- 
tion before a group of 300 mem- 
bers meeting for IGA’s spring mer- 
chandising conference here. 

Plans include four-color spreads 
to run in The American Weekly, 
Collier's, Farm Journal, Life, Look 
and Newsweek. If IGA wholesalers 
and retailers are willing to foot 
the bill, the campaign will begin 
next summer. All ads will be of 
the institutional type and will car- 
ry the wholesaler-retailer signa- 
ture. L. W. Ramsey Co., Chicago, 
is the agency. 


® An expanded cooperative news- 
paper campaign already has the 
stamp of approval. The schedule 
calls for weekly ads, varying in 
size from three-column to spreads, 
in about 4,800 newspapers from 
coast to coast. Color pages have 
been scheduled to run in major 
markets for advertising perisha- 
bles throughout the year. 

At an afternoon session, J. Frank 
Grimes, IGA founder and presi- 
dent, told the group that “resist 
ance to price declines and the 
many artificial means used to pré- 
vent adjustments have weakened 
—and while amy drastic decline 
may be confined to a very few 
items, it is evident that the total 
cost of foods per capita is bei 
adjusted downward and this w 
be a boom to the American ho 
wife.” 

The effect, he said, is likely t 
be stimulation in purchases @f 
foods. Even with lower prices the 
total volume might be very satis 
factory to those wholesalers and 
retailers who are able to adjust 
their expenses to a lowe: grosB 
profit per unit. : 


® He said that IGA is stepping up 
its objective in retail stores from 
$3 per week per sq. ft. of sales t® 
$4 per week, and it is now finding 
that it is possible for a wholesale 
grocer under very positive and of- 
ficient conditions to require legs 
than 4,000 sq. ft. of warehouse 
space per million sales. This means 
a faster turnover, shorter assembly 
lines and greatly reduced oper- 
ating costs. 


WILLIAM HERBERT GRAFFIS 

LoGANSspPorRT, IND., March 12— 
William Herbert Graffis, 82, news- 
paper man and publisher, died here 
yesterday. 

After graduating from Butler 
University, Mr. Graffis joined the 
staff of the Logansport Pharos 
(now the Pharos-Tribune). Later 
he worked for the Indianapolis 
Star. Following his experience 
with these newspapers, he founded 
the Terre Haute Tribune and at 
one time was publisher of the 
Sentinel, Sedalia, Mo. 

In 1901, he went to Chicago to 
work for Sound Waves (which has 


| since become Telephony). In Chi- 


cago he started Gas Record, which 
later merged with Gas Age, and 
also started Petroleum Age and 
Telephone Engineer. Mr. Graffis 


|retired from the publishing busi- 


division, has added the duties of | ness about 27 years ago, at which 


time he moved to his farm in Indi- 
ana. He had remained in retire- 
ment since then, although keeping 
in touch, during all that time, with 
the trade publication world he had 
left behind him. 

Surviving him are his widow, 
Emily Morse Graffis, and two sons, 
Herb Graffis, who is a columnist 
for the Chicago Sun-Times, and 
Joe Graffis, publisher of Golfdom 
and Golfing. 
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Advertising Aye, March 17, 1952 


Hirsch Joins News Group 
Norman F. Hirsch, formerly an 

account executive of Weiss & Gel- 

ler, Chicago, has been appointed 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


business manager for the Lake 
— "nena — i re The fifth annual Market Data Section of ApvVERTISING AGE 
News, Highwood, IIl., and the Re- will appear in the May 12 issue. The idea is to bring together, 
rh view, Deerfield, Il in one place, all possible market data issued by advertising 
3 media, trade associations and others, 
Appoints Hall Advertising The data will be described briefly, and classified by type of 
Wvod Sales Co., Lebanon, Ind., market or geographic area, thus providing a comprehensive in- 


dex of all available market data in all fields. 

Last year, approximately 1,000 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for nearly 25,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
materia] must measure up to the following standards: 


appointed Herbert Summers 
Hall Advertising to handle its ad- 
vertising. Newspapers and radio 
will be used. 


has 


‘i ab 


Avon Sole Names Ketchum 
Avon Sole Co., Avon, Mass., has 

promoted Richard R. Ketchum, 

to advertising 


anh a, 1. It must be current. Nothing published prior to June, 1951, 
. sea will be accepted. 
x EXECUTIVE SMILES—Before a recent Sales Executives Club luncheon in New York. 2. It must contain gp facts. Booklets or brochures which 
"2 | yi rAd Anemic featured speaker John M. Fox, president of Minute Maid Corp. (left), chats with contain media data only will not be listed. , 
, $ ou public relations counsel Dick Stern and Charles Lipscomb, head of the Pepsodent | 3. It must be available for distribution to advertisers and agen- 
' or does it et the moat out division of Lever Bros. | cies, preferably without charge. If there is a charge, or other 


pe tebe = hyo 
+4 by Wall k. Free set-ups 


conditions are attached to its distribution, this should be clearly 


GET LOST 


° contly— proof on request Bi o stated. 
iw hclie mailerder ade Biow Promotes Hanser . ; 
7c on 8 page wi sheer re tupestiiiod Biow Co., New York, has ap Major Parties and 4. It must be received before April 15, 1952. 
i Walk—Aask YOUR AGENCY ” ’ - 4 $. snot 
x JA he pointed account supervisor A Market data materia] scheduled for publication before Sept. 
JAY P.WALK » advert ye ly + Hanser a v.p. Networks Agree on || 1, 1952, will be listed in a “not yet published” tabulation, pro- 


vided that a 100-word description of each such item reaches 


Sow! 


More Than 


One Million 


Convention Coverage | 


WASHINGTON, March 12—Major)| 
political parties and radio and TV| 
networks agreed today on a code| 
to govern sponsored broadcasts of | 
the 1952 politica] conventions. | 

Under the code, the national | 
party organizations retain the right 
to reject unsuitable sponsors na- 
tionally or locally. Commercials 
are to be inserted in convention 
broadcasts only during recesses or | 
long pauses. 


ADVERTISING AGE before April 15, The description must include 


tribution. 


dressed to the 


lllinois St., 


probable date of publication and any conditions attached to dis- 


Actual copies of all other material to be listed should be ad- 
Market Data Editor, ADVERTISING AGE, 200 E. 
Chicago 11, with any necessary explanatory notes. 


Before and after each broadcast, 


| announcers must make it clear that 
| the coverage does not indicate that 


|the party endorses the sponsor's 
| product. And commercials must be 


Agency Gets Account 

Bacon, Hartman & Vollbrecht, 
St. Augustine, Fla., has been ap- 
pointed to direct advertising for 
Daytona Beach, Fla., during 1952- 


2 , - ¢ ‘ pliv- 1953. J. ‘ acMillan, formerly 
; : The national committees agreed written, programmed and deliv 19 J. Cc Mz Millan fc rm rl} 
‘ : : - ered in a way “to be clearly and Supervisor of complementary ad- 

: to permit sponsored convention 2 : . tisi f Cc ill Tractor 

| completely separated from the con- Vertising for Caterpillar Tractor 

{ broadcasts this year after networks | . a etre - elias wae Co., Peoria, Ill, has been ap- 

‘ - ye roc s, political par- ~~. : 
i pointed out the great expense in- — — P . - oa . . 5° a lities Hg pointed director of press and pub- 
i volved in convention coverage.| es, issues ane personalstics. lic relations for the agency. 


ieee anaremieaehimcnae 


Radio Families 


in the 


Republicans meet July 7 and Dem- 
ocrats July 21. } 

The national parties will not re- 
ceive any revenue from the bresd-| 
casts. 


| completed 


CBS, ABC and NBC had already 
arrangements with 


| Westinghouse, Admiral and Philco, 


respectively, for radio and TV cov- 
erage, and DuMont announced 
| plans to offer TV coverage for lo- 


Smithline Foods Expands 
Smithline Foods Corp., New 
York, has acquired a two story 
plant at 635 Union Ave., Bronx, 
as the first move in an expansion 


oe = ae maq,|cal sponsorship in conjunction) program. Currently, the company 
~ ee — — mnie} with Life. is promoting its Instant Fruitade. 
é a 1ey Will exercise Mutual and Liberty said they Plans call for national distribution 


p 


WMC 


market area 


Patimate based on 1949 BMB Survey projected through 1951 


careful supervision over the type 
of sponsor paying for the broad- 
casts. No specific 
| fied sponsors was issued, but party | 
spokesmen indicated the ban would 
apply against beer, deodorants and | 
some other products 


list of unquali-| ° 


have deals cooking for radio spon- 
sorship 


Association Names Mueller 
Russell R. Mueller, formerly ex- 

ecutive officer of the New England 

Hardware Dealers Assn., has been 


of a specialties line including tea 
bags, gelatin desserts, puddings 
and cocoa products. 


| Sets Up Packaging Division 


American Can Co., New York. 
has created a packaging develop- 
ment division in its general sales 


; | — aan appointed managing director of the department. T. F. Brennan, man- 
T i \ i Mid-South market area prenpoenn onee ; ‘6"-| National Retail Hardware Assn.,| ager of the non-food container 
Today in the Memphis and M . | est standards of dignity, good taste! effective Aug. 1. He succeeds/ sales division, has been appointed 


there are one million radio families. This does 
not include the tremendous bonus of automobile 
radios, all adding up to make WMC and WMCF the 
greatest medium of advertising ever made avail- 
able to sell the Mid-South market, 


LOOK AT THESE FACTS 


@ 406,034 persons now live in urban Memphis 


@ Memphis 2nd largest city in area of over 
31 million people 

@ Memphis market a two billion dollar buying 
potential 


Since 1923 Memphis’ 
leading radio station has been 


Wi PAC 5000 WATTS-790 


MEMPHIS [enn 


, The Branh Company ! 


WME 260 kw Simuttaneously Duplicating AM Schedule 
WM CT First tv Station in Memphis and the Mid-South 
CELEBRATING THIS YEAR ITS 25th 


ANNIVERSARY OF AFFILIATION WITH NBC 


Owned and Operated by The Commercial Appeal 


and length.” 


Rivers Peterson. 


manager of the new division. 


faithfully 


Good Service... 


to meet your schedules 


photo engraving company 
118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE: FRanklin 2-6343 


ILLINOIS 
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Advertisiny Age, March 17, 1952 


PENCILS FOR DEMOCRACY—John Mather Lupton, seated, president of the agency 

of the same name, hos volunteered to handle national promotion to collect 100,000,- 

000 pencils for distribution to needy school children in Europe and the Near East. 

The campaign is sponsored by Salom Rizk (left), Syrian author and lecturer. With 
them is Lilyon E. Louden, publicity manager of the Lupton agency. 


WGN-TV Buys Package 
of Television Films 

WGN-TV, Chicago, has bought 
exclusive Chicago television rights 
to several hundred feature and 
western films. The film package is 
one of the largest bought by a tele- 
vision station, according to WGN- 
TV 


Included in the package are such 
films as Roberto Rossellini’s “Open 
City” and “Paisan’’; “The Forgot- 
ten Village,” a documentary by 
— Steinbeck, and “The Quiet 

ne.” 


Issues Publications Listing 


The Western Pine Assn. has put 
out a new listing of the complete 


file of its promotional, educational 
and technical literature. The pub- 
lication is meant primarily for the 
construction, lumber and wood- 
using industries and educators. 
Copies may be had without charge 
from the association at Dept. SP, 
510 Yeon Bldg., Portland 1, Ore. 


Burlington Appoints Agency 


Burlington Mills Corp., New 
York, has appointed Donahue & 
Coe, New York, to handle adver- 
tising for Bur-Mil Cameo hosiery 
and Ballet hosiery, a second brand. 
An expanded national campaign 
is planned. Hirshon-Garfield, the 
previous Cameo agency, retains the 
other four Burlington divisions 
currently advertising. 


4 out of 5 Tribunes are 
Home-Delivered 
Greatest Home-Delivered 
Circulation in Northern 
California Since 1939 


SECRET 
INGREDIENT 
OF 


HIGHLY 
PRODUCTIVE 
CIRCULATION 


 CRESMER & WOODWARD, INC. 


Representatives Including Sunday Magazine 


More Ads Carry 
Free Enterprise 
Copy, Smith Says 


New York, March 12—The Ad- 
vertisers for Freedom Committee 
reported today that it is getting 
more and more companies to ad- 
vertise the free enterprise system 
along with their products 

R. Leigh Smith Jr., chairman of 
the group, said many firms have 
told him that “political or econom- 
ic educational advertising” has 
paid off in increased response per 
dollar spent. 

The committee is urging all na- 
tional advertisers to explain the 
free enterprise system—as opposed 
to socialism—in terms of their 
products, workers and customers 
(AA, Jan. 28). 


s “Polls show that 98% of the 
American people are opposed to 
socialism,” declared Mr. Smith, 
who is with the public relations 
department of J. Walter Thompson 


Co. “Polls also show that fewer 
than 25% can give a satisfactory 
explanation of socialism.” 

By providing such a _ service, 
said Mr. Smith, “the advertiser 
places himself on the side of his 
prospective buyer and increases 
public acceptance of his product.” 

Mr. Smith’s committee has sent 
booklets to more than 1,000 indi- 
viduals and companies. He report- 
ed that 420 firms have also sent 
inquiries about the committee's 
program. Mr. Smith said the in- 
crease in this type of advertising 
has been as much as 600% during 
the past five months. He based 
his estimate on what he called “a 
wide variety of ads” placed since 
his committee began operations. 


Buys ‘Vancouver News-Herald’ 

Roy H. Thomson, president of 
Thomson Co., has bought the 
News-Herald, Vancouver, B. C., 
from the Vancouver Sun. 


WNOW Appoints Keller 

Robert S. Keller Ine. has been 
named to handle sales promotion 
for WNOW, York, Pa. 


Plaskon Starts Campaign 
Plaskon division of Libbey- 
Owens-Ford Glass Co., Toledo, has 
begun a campaign for ureaformal- 
dehyde plastics. The promotion is 
built around a series of four-color 
insertions which began in The Sat- 
urday Evening Post on Feb. 23. 
Trade magazines will be added as 
the campaign proceeds. The plastic 
is used in household wiring de- 
vices, radios, toilet seats, etc. 
Brooke, Smith, French & Dorrance, 
Detroit, is Plaskon’s agency. 


Waller Appointed Director 

Theodore Waller, executive di- 
rector of the committee on reading 
development, has been appointed 
managing director of the American 
Book Publishers Council, New 
York. 


SimPpson-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


A 20-mule team pulling borate ore 
wagons across Death Valley. Long 
since replaced by railroad, this 
transportation is 
the most 
remarkable feats in the pioneering 
development of the United States. 


mule team 
considered one of 
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In 1864. when the first borax operations started in California, the total output 
in this country amounted to just twelve tons. Soon, with the help of mule teams, 
two and a half million pounds were being hauled from Death Valley each year. 


Closely allied with the industry’s development and expansion has been the 
history of the Pacific Coast Borax Company. Its first crude mesquite fire re- 
fineries have become large modern plants. Mule teams have given way to rail 
transportation. Through ingenuity and research the company has continually 
improved production methods, and has introduced a greater variety of borate 
materials than any other producer in the world. 


Companies with a reputation for quality production, like Pacific Coast 
Borax. value the distinctiveness of a Strathmore letterhead paper to interpret 
their business character to their correspondents. 


When you want to convey the character of your company, consider the im- 
portance of your letterhead. In every letter written on Strathmore paper, quality 
is evident to the touch and to the eye. Let your supplier show you samples... 
see for yourself how truly expressive Strathmore letterhead papers really are. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond. Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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ompanion Circulation Hits AllTime High f 


Record-breaking February issue exceeds 


1600000 


Newsstand sales soar to over 


1,750,000 


It’s today’s biggest advertising news — the surging, dynamic 
growth of Woman’s Home Companion—month after month, 
year after year. It’s a healthy continuing upswing of spec- 
tacular increases. Look at the record. 


Official A.B.C. figures for last half of 1951 | ( ioe wrmenire show Womans Seine Companion scored 
BIGGEST INCREASE IN TOTAL CIRCULATION — BIGGEST INCREASE IN NEWSSTAND CIRCULATION 


over first half of 1951 
TOL Narada “eens SieMeathe ror. ancizy “Mets Sates 
“av a Endi Endi GAIN Endi Endi GAIN 
Circulation nding Ending Copy Seles Ending’ © Ending 
Woman’s Home Woman’s Home 
Companion 3,992,005 4,167,550 175,545 Companion 1,279,369 1,381,182 101,813 
McCall’s 4,011,643 4,150,347 138,704 | McCall’s 1,452,602 1,520,214 67,612 
Good Good 
Housekeeping 3,081,960 3,205,509 123,549 Housekeeping 995,964 1,044,777 48,813 
Ladies’ Home Ladies’ Home 
Journal 4,458,219 4,492,296 34,077 Journal 1,874,455 1,855,893 18,562 
a (Loes) 


Reflecting this steady growth, the 
Companion recently announced a March issue on sale now 
250,000 rise in its circulation guaran- 
tee to 4,100,000, effective next August. 


-se=\\ The generous circulation bonus We 
== \\ Companion advertisers have received Shane 
is amply maintained. , 


To make such a record, a woman’s service 
magazine must be editorially vital, helpful, timely. 


No wonder advertisers spent more money in the 
Companion during 1951 than ever before! 


Crowell-Collier Publishing Company— Publishers of Collier’s, 
The American Magazine, Woman’s Home Companion 
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